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NEVER before have new negative materials 
been as enthusiastically received...as quickly 
put to use...as Eastman’s three latest motion 
picture films. Fast, fine-grained Plus-X, for 
general studio work...high-speed Super-XX, 
for all difficult exposures... ultra-fine-grained 
Background-X, for backgrounds and _ all-round 
exterior work... Typically Eastman in uniform- 
ity and photographic quality, these films have 
won instant acceptance in the industry. Eastman 
Kodak Co., Rochester, N.Y. (J. E. Brulatour, Inc., 


Distributors, Fort Lee, Chicago, Hollywood.) 





EKASTMAN Plus-X ecce 
Super-XX... Background-X 
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Mc" business film users wouldn’t sacrifice Filmosound quality 
and dependability for any saving in price. But now a// can 
have a Filmosound of time-tested precision at no more than the 
cost of ordinary projectors! *” Filmosound “Commercial” can be removed from its compact 
For only $276 you can obtain the new “Commercial” Filmosound single case and put in operation in thees minutes. 
—a 16 mm. projector designed especially for sound-on-film presen- 
tations of commercial films. Because it contains only those features 
essential for business use, it is extremely simplified; therefore, 
lower in price and easier to operate. 


% Its self-evident quality bespeaks the importance you attach 
to the showing of your business film. 


% Its simple, error-proof operation assures your representa- 


This new Filmosound has everything necessary for theater-like tives of masterful presentations without fear of interruptions 
projection in offices or moderate-sized auditoriums. Its 750-watt of any kind. 
lamp, powerful amplifier, and other features afford brilliant steady 
pictures and faithful full-range sound reproduction. In addition, it %& In short, you can depend upon Filmosound as do Chrysler, 
is compact. And it is durably built to give lasting satisfaction. Ford, General Motors, and hundreds of other experienced 
Write now for complete details on the new “Commercial” and Filmosound users. 


other Filmosounds. One will meet your needs exactly. All insure 
the highest possible return on your film investment. 

Check the coupon, too, for the 36-page booklet SHOWMAN- 
SHIP, Today’s Formula for Selling, which tells how sound films 











serve industry, how to prepare and present effective talkies. Bell Send Coupon for ee yeespenmn ve / 
& Howell Company, Chicago, New York, Hollywood, London. Full Information on All : 1808 Larchmont Avenue ’ 
Since 1907 the largest manufacturer of precision equipment for motion . . Beers reaming ! 
- s Filmo: und Pro ectors { Send details on ( ) New Filmosound “Commercial”; 1 
picture studios of Hollywood and the world. so I © 4 ( ) Other Filmosounds. Also( ) send Shou mame, | 
Have your secretary send it today! : : 
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Years rere 


IT HAS BEEN the privilege of Wilding Picture 
Productions, Incorporated, to create, produce, and 
distribute motion pictures and slide films — silent 
and sound —for the leaders of American business 
and industry for some twenty-five years. 

That Wilding productions and services have 
consistently been good is eloquently attested by the 
fact that eighty per cent of the annual Wilding 
volume comes from clients for whom Wilding has 
produced in the past. 

And so—as Wilding commemorates its Silver 
Anniversary —its first thought and its first word is 
one of gratitude to those other pioneers of other 
industries whose confidence in Wilding has made 
Wilding growth possible. 

Through the quarter century that has witnessed 
the growth of the Wilding organization, its con- 
tributions to advertising and merchandising, to 
distribution, to sales training, and to salesmanship 
itself, have been many and varied. 

These contributions have necessitated the steady 
expansion of an organization that today encom- 
passes five fully staffed branch offices, spanning the 
continent. Complete studio production facilities are 
maintained at Detroit, Chicago and Hollywood. 

We believe that when you seek out a producer 
to picturize your business and merchandise your 
product—through sound motion pictures or sound 
slide films—your search will inevitably lead you to 


Wilding .. . the pioneer that remains pre-eminent! 


WILDING PICTURE 
PRODUCTIONS, Inc. 


DETROIT CLEVELAND CHICAGO 
NEW YORK HOLLYWOOD 




















7635~GRAND RIVER. 
DETROIT. MICH. 























BUSINESS SCREEN 


CONTENTS 





VOLUME ONE NUMBER FIVE 








a i ec eeua bouts ne wena 6 
RN ov ceiew diesen videwse resets casucaes 9 
Public & Industrial Relations........................0.:; 11 
Baseball’s Goodwill Ambassadors......................-. 14 
Plow Paes, A Pah GE BONO. 0 oc ccc cis sencctescccsce 15 
How Motion Pictures Move and Talk.................... 16 
General Electric, A Visual Pioneer....................... 17 
NN ro ok paid war bbe es dcbvies sinned dh 18 
Hardly Hollywood but Highly Profitable................. 27 

# Business Screen Magazine, Issued by Business 

Add Entertainment to Your Film Program................ 28 Screen Magazines, Inc., Twenty North Wacker 

Drive, Chicago, Illinois on January 20, 1939. 

Technical News and a Digest of Equipment...............31 Editorial Director, O. H. Coelln, Jr.; Managing 

Editor, R. C. Danielson. Subscription price: 

-— ” “ Domestic, $5.00 a year; 50c the copy; foreign 

© 9 > > >» Q “ s r a oe id 

Organizing the Film Department.......................4! 35 00.60 « year. Havand tuabve Unee 6 year, inched: 

’ . E a ing four Visual Education numbers. Publishers 

Where Are They ccd aa ewe aly hic sie arene coma eee are not responsible for the return of unsolicited 

: m.s. unless accompanied by stamped, self-ad- 

SE Mr Wasik isn ba Wicca g areas Sates Aner cite a Ble 40 dressed envelope. 


Cover Subject: by Kurt Schelling, Courtesy of The 
Bridgeport Brass Company, Bridgeport, Connecticut. 





ENTIRE CONTENTS Copyricut 1939 py Business 
Screen Macazines, Inc. Trademark Reg. U. 5. 
Patent Orrice. Att Ricuts Reservep 








THE MAGAZINE OF COMMER 





Cc 


I 


AL & EDUCAT 





TIONAL FILMS 








—_— 


In the countless hundreds of interviews which are the 
privilege of an editor, we have acquired the barest outline of a code of 
standards which someday should merit the consideration of those few 
who truly qualify to the title of commercial sound motion picture and 
sound slide film producers. Not so much because the standards are 
needed by them because they long ago accepted these as a way of doing 
business but there is a need for a few straightforward truths among the 
vast numbers of uninitiated and little experienced users and potential 
users of this all-powerful sales and advertising medium. That they are, 
incidentally, a defence against the wasteful destructiveness of the “free- 
lance” and experimenting amateur is a point worth consideration. 

The distinct cleavage between truly professional production accord- 
ing to theatrical standards and substandard experimentation is so 
definite it hardly needs mention. Yet it should be told again that the 
majority of films for business are produced with professional studio 
equipment in 35mm. and sound is most dependably recorded on one or 
another of the accepted 35mm. sound systems. These are not “Holly- 
wood” standards although they are confirmed by every film there made. 
Films are made that way simply because it is the only way in which the 
vitally necessary qualities of excellence may be dependably captured 
for the screen and because the cost of such equipment is not the decid- 


ing factor in determining the cost of the film production for it is what 


Yeo NOTES FOR AN EDITORIAL ON PRODUCTION STANDARDS 


is put before the camera — the sets — the cast — and the other visible 
elements of the successful film sales story — which determine the price 
of the picture. Some good films have been made in l6mm., in limited 
fields and there largely among smaller concerns who might otherwise 
be deprived of a useful medium. Here the value of the medium may 
outweigh the importance of theatrical standards but the rule of the 
majority is safe, dependable and basically important to the success of 
the medium. 

Personnel and experience would play leading roles in our presenta- 
tion of a First Code. Research, writing and direction are the elements 
of personnel which the reliable producer must afford in liberal measure. 
Without these — fine equipment is useless — for the most experienced 
“free-lance” cameraman is quickly lost when he attempts to interpret 
the smallest part of this world of business. Experience would take into 
consideration the producer’s past record of achievement and the years 
his organization has served its clients. Without it, the highly technical 
art of the film soon snares the otherwise ingenious copywriter; the 
talented advertising executive is washed overboard in an unabating flood 
of costly production budgets. Experience is really the most expensive 
ingredient of all and one in which too few men are willing to invest. 
Which again explains, finally, why there are few who truly qualify to the 
title of commercial sound motion picture and sound slide producers. 

—O. H. C. 

















Mi 


Te DIAC 
O LIVE 


% 













In New York enjoy living at the Savoy- 
Plaza, overlooking Central Park, where 
every comfort is cleverly contrived to 
make your visit a memorable success. 
Fine shops, theatres and subway to 
Worlds Fair nearby. 


Plan now to make the Savoy-Plaza your headquarters 





<x z 


during your visit to the New York World's Fair, 1939. 


Henry A. Rost, Managing Director 


George Suter, Resident Manager 


FIFTH AVE e 58th TO 59th STS e NEW YORK 
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Educating for Business 

We have been playing with the idea 
of using moving picture sales efforts 
for one of our clients, a large middle 
western commercial college. 

We are coming to you as absolute 
novices so far as this type of selling 
is concerned, with the request that 
you refer our inquiry to some of your 
advertisers who you think might 
have a solution for us. 

We would like to show these pic- 
tures at arranged meetings which 
would include high school students 
in the various cities in our territory. 
We feel that the pictures should show 
the romance of industry and partic- 
ularly should carry a theme where 
some young person or group of young 
persons take up commercial training 
and follow it through to show the 
type of concerns for which they work, 
the type of work they do there, and 
some of the home life and other ad- 
vantages that they gain through tak- 
ing up this kind of work. 

It may be that some of your ad- 
vertisers have already developed 
some films covering this type of ma- 
terial in a general way, that could be 
used here also. As I said, we have no 
idea what the cost of producing such 
film might be, so if there is some can- 
ned material on the market, it would 
perhaps be better or at least more 
within the reach of our clients to use 
such a film. 

Will you please refer this letter to 
some such advertiser as I have men- 
tioned or possibly you would prefer 
to give us some of their names so that 
we might make it by direct? 

R. W. McPuerson 
Christiansen-McPherson Adv. Agcy. 
Lincoln, Nebraska 


Wants Training Films 
Can you give me any information as 
to where I may get any existing “sell- 
ing” films, which we could use in our 
organization to aid our salesmen? 
Can you tell me if these films can 
be rented, or if they must be pur- 
chased outright? 
Any information you can give me 
will be appreciated. 
Puyiuis L. Nose 
Lincoln Oil Company 
Boston, Massachusetts 


Offers Slide Film 
On page eight of your recent issue, 
Mr. W. R. Blackler, Bureau of Busi- 
ness Education, California State De- 
partment of Education, requests in- 
formation on sales training films. 
We have a sound slide film which 
was created for the purpose of train- 
ing salesmen of automobile dealers on 


‘Me 


OUR READERS 








the importance of the upholstery in 
their cars and a specific version of 
this film was made for the Pontiac 
Division which they distributed 
themselves to their field force. 
Enclosed is a booklet entitled They 

Always Open the Door First which 
also is the title of the film and if you 
believe Mr. Blackler would be inter- 
ested in this film, we will be very glad 
to lend it to him if you will give us his 
address. 

H. J. Ross 

L. C. Chase & Company 

New York, New York 


Safety Films Requested 

We are interested in getting in touch 
with someone who can give us a list 
of a source of supply of sound slide 
film strips. We are in the lumber man- 
ufacturing business and would want 
a film with some definite bearing on 
the safety subject. We are contem- 
plating the purchase of an Illustravox 
machine and have secured one on ap- 
proval and have also secured a film 
strip from the National Safety Coun- 
cil which is very interesting. 

If you have a list of available film 
strips we would thank you very much 
to send this to us. We hold regular 
safety meetings and are interested in 
this kind of a program. 

R. A. DAMRELL 
Temple Lumber Company 
Pineland, Texas 


Cites Reference Value 
You may be interested to know that 
we are planning in this State to make 
use of sales and preduct training films 
in our classes and conferences for 
workers in distributive occupations. 
As you may know, this program of 
training under the George-Deen Act 
is a cooperative effort of federal and 
state governments to provide voca- 
tional training of practical nature for 
workers engaged in distribution and 
sale of commodities and services. 
In this connection, may I say that we 
have found “Business Screen” a valu- 
able reference source and feel that it 
should be made known to supervisors 
and teachers of distributive educa- 
tion throughout the country. 
W. R. BLAckKLer 
Research in Distributive Education 
Berkeley, California 


* * + 


* Letters addressed to the Screen 
Service Bureau of Business Screen 
requesting information, etc. are 
not published on this page but will 
be promptly answered by qualified 
department authorities. 








LEADING FILM PRODUCERS RECOMMEND DA-LITE SCREENS 





CHICAGO FILM 
LABORATORY, Inc. 


PRODUCER OF 


‘Okay, Ir. Allison” 


STEWART WARNER 
CORPORATION’S 


4 Reel Sound Motion Picture 
For the Alemite Division 








Scene from Okay, Mr. Allison,"’ as projected on a Da 
Lite Challenger Screen The Stewart Warner Coroora- 


‘Okays” ONLY DA-LITE SCREENS ~~ 
FOR ALL OF ITS PRODUCTIONS 





Other CHICAGO FILM Preductions 





A , ii ; Being Shown on DA-LITE Screens 

ig 7 Mr. Frank Balkin, Sales Manager, Chicago Film “Food For Thought” 
Laboratory, Inc. writes: Produced for John Morrell & Company 
“Comparative tests, long ago convinced us of the “Snow Fighters” 


Produced for International Harvester Co. 


superiority of Da-Lite Screens in showing brighter, “Solid Foods in the Infant Dietary” 


clearer pictures. As we want our productions shown Produced for Libby, McNeil & Libby 
always at their best, we urgently recommend to all “New Yields from Old Fields” 








Produced for Allis-Chalmers Mfg. Co. 










clients the use of Da-Lite equipment.” 








wat oe 
HALLEW 7 . . . “.* . . . . - . 
, The superior light reflective qualities of jection, easier handling and longer life. 


This light, easily The roller- 


carried screen mounted Glass- Da-Lite Glass-Beaded, White and Silver They are recommended. by the leading film 
can be set up || Beaded Screen, , . , ? : 

anywhere in 15 metal case and Screens are the result of 29 years of experi- _ producers and are the first choice of a large 
seconds. 12 sizes, tripod are all in ‘ 


30” x 40” to 70” 
x 94” inclu- 
sive. 





one unit. ence in screen manufacture. Continually and fast growing number of experienced 
improved, Da-Lite Screens embody many users of motion pictures and slide films. 
advanced features that make for better pro- There are styles and sizes for every need. 


Send for FREE 
48 Page Data Book! « 

















DA-LITE SCREEN COMPANY, Inc. 
Dept. 1B, 2723 N. Crawford Ave., Chicago, Ill. 


Please send your free 48 page data book on screen surfaces, 





mountings, screen care and other facts that I should know 
about screens. 
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*% The field of service in which the motion picture and slide film 
have been most genuinely helpful to Industry is that of Public Rela- 
tions. Nearly every classification of film usage in this field has somewhere aided in this activity—for to paraphrase the slogan, “its 
help to business has helped everyone” and the salesman or industrial worker who has been improved in his job by film training 
offers no small part of the evidence confirming this. The direct contribution of films which have taken the public into confidence 
among organizations both large and small can now be accepted as one of the most satisfactory solutions to the educational prob- 
lem which Business faces today. 

It is important that business should add understanding to the surface knowledge which the public gains through the words 
of the demagogues and the headlines of the daily press. Most of us today exist in a world which prizes rumor and gossip far above 
their true values. Tonight’s newspaper in a thousand towns will sell a waiting public rumors of war and peace, of victory and de- 
feat. Tonight's news of business will be in most part a reflection of the day’s trend on the Stock Exchanges and a liberal budget of more 
rumor and gossip, favorable and unfavorable to business, which emanates each day from the Nation’s Capitol. “What will the 
public think?”’, is not the watchword — for as one public relations counsellor has already put it, “It is not the public’s attitude 
which counts, but convictions founded on real knowledge.” 

The complex structure of business which is often the very heart of its success in affording lower prices for goods and in pro- 
viding for increased employment is also responsible for the misunderstanding and misinterpretation upon which our demagogues 
so successfully play. Business need not answer these political critics if it has the understanding and knowledge of the public on 
its side. The readjustments which industry must face through changes in world and domestic economics should and can be made 
with the knowledge and cooperation of the public which it serves. There is no more powerful educational force for reaching the 
inner minds of men than films and the motion picture and slide film should be vigorously employed by all types of business where- 


ever this need for the understanding of the public or of your own employees is realized. 


There are able men who can successfully interpret your message in the “new language” of this medium. There are millions of 
Americans in audiences throughout the country who are waiting to hear and see your story told on the screen. It is self-evident that 
they will hear it in a more potent way than any other medium can offer. As “truth is light” so the potent force of the proje-tor’s 
beam has the power to bring understanding into the “knowledge” possessed by the public. Technical perfection has provided a 
perfect medium. The times have created this need. It is up to Business to put them together for the preservation of those precious 


heritages we recognize as “‘The American Way”! 




















7. wealth of accumulated experience is yours to draw on when you let Pathe produce 
your business films. For seven years, Pathe has been creating dramatic, successful motion pictures to help 
in all angles of selling — direct merchandising, public relations, sales training and dealer promotion. Pathe 
has men who know how to put the dramatic features of your business or product to work for you, expert 
technicians and the finest mechanical equipment. Pathe has no solicitors, but a member of its organization 
will call on you if you write: 











@} ATHE NEWS, INC. - 35 WEST 45th ST., NEW YORK CITY 


FREDERIC ULLMAN, jr., Vice-President 
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@ Sometimes too much emphasis is placed on 
the education of the “masses” and the very im- 
portant task of industrial relations left in the 
shadow. 

Paul Garrett* says, “A company’s public re- 
lations program, to get anywhere, must begin in 
the outer office and inside the plant. If the im- 
mediate family is not happy and informed, 
those whom it meets on the outside will not be. 
To outsiders those who work for a company 
are the company — outsiders judge the com- 
pany by the folks in the company they know. 
But good relations with employees depend 
upon something more than high wages. The 
pay of course should be right always, but to 
most every employee a sense that he is being 
treated fairly is just as important as that he is 
being paid well. 

“We have made no appreciable effort to ex- 

plain the A B C’s — the simple premises and 
processes — of the American plan; to explain 
that the standard of living for all goes up, and 
can only be made to go up, as the true price of 
goods for all is brought down. 
... ‘Because so many have not had this under- 
standing, have been viewing themselves as em- 
ployers, or workers or farmers — rather than as 
consumers of goods — they have allowed their 
narrower outlook almost to blind them, and 
have put under scourge the source of their 
broader opportunities. Without realizing it, 
they have put business on the spot. 

“Thrust by this turn of events into an awk- 
ward and unaccustomed place, conscious of 
past omissions and critical future needs, in- 
dustry has been fervently taking stock of itself 
and submitting to frank, and frequently brutal 
self-examination. It has conducted a searching 
inquiry into the validity of its established 
principles and accepted doctrines. Out of that 
inquiry has come a great new interest in what 
we refer to as human, or public, relations as ap- 
plied to business. For industry, like democracy, 
depends for its present success and its future 
existence upon people, upon those who partake 
of its responsibilities and its benefits — upon 
men and women — upon customers. 

“Good community relations grow largely 
from the attitude of employees. As citizens of 
the community in which the company has its 
being, they are the best spokesmen for its poli- 
cies. But beyond this, industry as a partaker 
of community benefits must consciously as- 
sume its share of responsibilities. Local manage- 
ment must make sure that it understands the 
community’s wants and needs, and that in turn 
the community is made to understand what in- 
dustry proposes to do and how. 

“For the interests of industry and of the 
community are mutual and supplementary; 
industry contributes the economic atmosphere 

-the community determines the moral, cut- 
tural and civic atmosphere in which employees 
live. Unless industry has confidence in the 

(Please turn to Page 12) 


*Director, Public Relations, General Motors Corporation 
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IN THE NEXT ISSUE: 


Firms Anp Orner Menta .. . how magazines, news- 
papers and the radio use movies and slide films 
in effective promotional programs 


Rott Down Tue Rep Carrer, by Zenn Kaufman 
Together with a Business Screen feature section 
on promotional projects used by leading film users. 

We Make A Movie, a pictorial feature which takes 


you step by step through the research, filming and 
showing of your next commercial film 
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@ These years of social and economic change 
have brought new appreciation of the art of 
shaping public opinion. 

We who have been satisfied to let the credit 
go for the building of our systems of industrial 
enterprise and for the land of opportunity to 
which these have so lavishly contributed are 
now finding these systems challenged by mis- 
understanding and misconception. 

Certain it is that each challenge makes 
clearer the need for public explanation. The 
search now is for media which will bring under- 
standing with the greatest possible effective- 
ness. In this regard, it would be well to appre- 
ciate the place which films now occupy in the 
public relations program of the government. 

If you find a contradiction in the fact that 
the comfortable majorities enjoyed by the 
Roosevelt government has not decreased the 
size of this program than you do not under- 
stand the true purpose of public relations. 

Today a million feet of informational film 
material is being circulated by various govern- 
ment agencies most of them now organized un- 
der the United States Film Service. In addition, 
much of the success of the new Latin-American 
goodwill program will depend on the films to be 
exchanged. The social-documentary pictures 
produced by Para Lorentz(The Plough That 
Broke the Plains and The River) are further 
evidence of the whole-hearted appreciation 
which the New Deal has of the film’s effective- 
ness. 

Equally effective and directly in behalf of 
industry are the Technicolor reels now being 
circulated by United States Steel and such out- 
standing films as Hurricane’s Challenge (for 
American Telephone and Telegraph), Mate- 
rials (Chevrolet) , The Birth of a Baby (Mead- 
Johnson) and the four screen editorials issued 
by the National Association of Manufacturers. 

These films and others which can and should 
be made have the power to reach the hearts of 
men with truths which the screen can make 
self-evident. Motion pictures are easy to under- 
stand; pleasant to watch. The universal lan- 
guage of sight overcomes the hazards of de- 
pendence on print and discussion. In relative 
value, the sound slide film has many qualities 
to recommend it for the same use. Simple, in- 
expensive, dramatic and convincing they can 
be shown with equal facility before a group of 
three or four, or an audience of a thousand. 

The road lies ahead — if business will take it 

and follow the example of many great lead- 
ers. Then the true definition of public relations 

better relations with the public — will at- 
tain a new and wider meaning. 

” ” ” 

“A view of life is forming that will include the 
industrial world among the finer arts of human serv 
ice. But youth has not waited for philosophers to 
proclaim this; here as elsewhere life runs ahead of 
our philosophies, and youth with its unerring eye 
already has discovered this new heroic region. To 
youth the new race of Heroes belongs, because from 
youth it comes.” — W.]. Cameron, Ford Motor Co 
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THE JOB BEGINS AT HOME 


(Continued from Page 11) 


community and the community has con- 
fidence in industry, how can the interests 
of either be fully served? 

“Third: With good relations inside the 
plant, and good relations within the plant 
community, you have the base for good 
relations with the public outside. But you 
can never take those relations for granted. 
Living right is not enough. People must 
know us. Know our company. What we 
really want is good relations with many 
more people than would find out about us 
the deed to 
speak for itself without any aid in its 


were we content to allow 
wider projection. 

“The art of public relations is in the art 
that is, the art of 


multiplying endlessly the good impres- 


o} multiplication 


sions of a company. It involves the honest 
but skillful employment of all the known 
media but, most important of all, a de- 
velopment of new approaches and a more 
advanced technique in their use than any 
we have as yet learned. The multiplier 
in public relations to work effectively 
must be a 1950 model. 

“In conclusion let me say that none of 
these things are easy of accomplishment. 
But none of them are impossible of ac- 
complishment .They will not even be very 
difficult, as events seem to be shaping 
now, once industry sets about its public 
relations with the same serious effort that 
in eras gone by it set about its financing, 
engineering, its production problems.” 

* . . 

* Good Employment Relations, the sec- 
ond in the series of National Association 
of Manufacturers sound slide films in- 
cluded in the Management Policy Con- 
ference Service, brings employers the rec- 
ommendations of 75 outstanding manu- 
facturers and industrial relations experts, 
the N. A. M. Committee on Employment 
Relations. This brief summary of high- 
lighted subjects illustrated on this page 
will be of interest (See ILLusTRATIONS 
Art Lert): 
Announcer: “We offer, then, for your 
guidance these major factors in employ- 
ment relations: 

1. Waces. “Remember, in the N.A.M. 
survey of employee attitude we found 
that 50% of them believe wage levels 
to be too low. Yes, wages are a vital 
factor.” 

2. Hours. 
Hours! 


“And now we come to 


Along 
wages comes, naturally, hours. Here 
that 
companies with the most satisfactory 


with consideration of 


the Committee 


findings show 


employee relations are those main- 


we 


— 








HERE WORKERS IN A KANSAS INDUSTRIAL PLANT WATCH AN INDUSTRIAL RELATIONS FILM DURING A RECESS PERIOD. 
BRINGING THE STORY HOME TO YOUR OWN INDUSTRIAL COMMUNITY IN ONE OF THE REAL PROBLEMS OF PRESENT-DAY 
PUBLIC RELATIONS BEING SO SATISFACTORILY SOLVED WITH THE USE OF MOTION PICTURES AND SLIDE FILMs. 


taining a general standard of working 

hours fully consistent with the welfare 

and health of employees . . . always 
keeping in mind the type of work, of 
course.” 

. WorkinGc Conpitions. “Another fac- 
tor, as important as wages and hours, 
is working conditions. A comprehen- 
sive study, devoted to this subject 
alone, is now occupying the attention 
of a new N.A.M. Committee on 
Healthful Working Conditions. Mean- 
while the Employment Relations 
Committee report recommends the 
maintenance of good working con- 
ditions.” 

. Grievances. “A big word in labor dis- 
cussions today, but also a word which 
often breaks down to an accumulation 
of surprisingly trivial incidents.” 

. Promotions, Transrer, Lay-Orrs 
Anp Discuarce. “Build up versatility, 
flexibility and skill in the working 
force by encouraging transfer of em- 
ployees between departments and by 
filling vacancies from within the or- 
ganization wherever possible.” 








PUBLIC RELATIONS 
INDUSTRY'S NO. 1 JOB 


“Public relations, therefore, is not some 
thing that can be applied to a particular phase 
of a business — nor is it an umbrella covering 
everything but touching nothing. It is rather 
a fundamental attitude of mind —a philos- 
ophy of management — which deliberately 
and with enlightened selfishness places the 
broad interest of the customer first in every 
decision affecting the operation of the busi 
Peay = 
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“Public relations is not a specialized ac- 
tivity like production, engineering, finance, 
sales. It is rather something that cuts through 
all these as the theme for each. It is an oper 
ating philosophy that management must seek 
to apply in everything it does and says.” 

Paut W. Garret 
Director Public Relations, Gen. Motors Corp. 
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3. ASSIGNMENT To 


DirrerENtT RATED 
Jos. “When an employee is transferred 
to a higher rated job, and fully quali- 
fies, he should, get the established rate 
of pay for that job.” 

. Hiri. “First of all, a new employee 
should be interviewed by one person 
or department charged with hiring re- 
sponsibility . . . with final choice rest- 
ing upon the department head under 
whom he is to work .. .” 

. Protection Acarnst Risks. “Coop- 
eration with employees in making 
provision for needs arising out of 
death or old age and disability due to 
ill health or accidents.” 

. STABILIZING EMPLOYMENT AND EArN- 

make 

every effort to stabilize employment 
related to irregularity of work and in 
this connection should study the an- 
nual wages of employees in relation to 
their hourly earnings and the number 
of days per year the plant operates. 

Even seasonal industries often find it 

possible to extend employment over 


incs. “Management should 


Pr 


ordinarily inactive seasons .. . 
PERSONNEL Recorps. “The Committee 
recommends keeping permanent em- 
ployment records covering pay, work 
and conduct of all employees. In this 
connection the N.A.M. has prepared 
a booklet on the maintenance of prop- 
er employment records, copies of 
which may be had from the Associa- 
tion.” 

AnD FINALLy CoMMITMENTS. 
Keeping Farirn Wits EMmp.Loyess, 
In Born Lerrer Anp Sprrir. “The 
committee feels that it is scarcely 
necessary to say that good business 
and fair play dictate the most scrupu- 
lous observance, in both letter and 
spirit, of all commitments by the com- 
pany to its employees.” 
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CASES IN PUBLIC RELATIONS 


@ The concensus of opinion among di- 
rectors of public relations is that most 
educational film programs which take the 
public at large “behind the scenes” of 
their respective organizations are more ef- 
fective and less expensive than other 
media simply because the realistic story 
can be faithfully enacted with the con- 
fusion of detail eliminated. Three typical 
programs are worthy of note. 
* Weyerhaeuser’s picture Trees and Men 
is representative of the type of public re- 
lations film which gives a broad, compre- 
hensive treatment of an industrial subject 
suitable for showing to the general public. 
It illustrates the fact that while the mo- 
tion picture medium is also being used ex- 
tensively for subjects which are strictly 
limited in their appeal to a company’s 
own employees or for special trade or 
dealer groups, the most effective function 
of the sound film is to present a generally 
informative and entertaining picture 
which will hold the interest of all classes 
of audiences and create good will toward 
an organization and its products. 

Scenes for the picture were made after 
a detailed outline had been prepared in 
conference between the producer and of- 
ficials of the Timber Company at its Ta- 
coma headquarters. Selection of definite 
scenes to be photographed was done from 
the standpoint of illustrating the main 





TOP LEFT: ‘MEN MAKE STEEL’’ IN THE CARNEGIE-ILLINOIS 
STEEL COMPANY'S PLANT WHILE THE TECHNICOLOR CAMERA 


films their tasks. Left below: Sound motion pic- 
tures are part of the National Association of Manu- 
facturers program. Here is shown a typical scene. 

PRODUCTION ACKNOWLEDGMENTS APPEAR ON PAGE 33 


underlying theme of the subject rather 
than as an attempt to cover all of the 
many phases of the company’s operations 
or products. 

All of the picture and sound negative 
was produced in black and white on 35- 
millimeter film. When finally edited, the 
length was approximately 4,000 feet, run- 
ning about forty-two minutes. A number 
of 35-millimeter size copies were used and 
then the bulk of the non-theatrical dis- 
tribution was made with sound prints re- 
duced to 16-millimeter size. 

Following the release of the picture, a 
special ten-minute version was made, em- 
bodying the main idea of Timber As a 
Crop, this length being particulary suit- 
able to show on regular theatre programs 
throughout the United States. In order to 
make this special version of the picture, 
a re-editing of the picture material was 
done, a different narration was written 
and timed to the picture, then recorded 
and blended with special musical score. 
To supply all forms of distribution, more 
than two hundred copies of the film have 
been issued to date. 


HOUSEHOLD TEACHES THRIFT 
* Advertising takes a back seat in the 
splendid public relations film programs of 
Household Finance Corporation, lender 
of small sums to American families in un- 
expected need. Thrift education, justified 
by the contention that the average family 


TOP RIGHT: ‘‘TREES AND MEN’’ BRINGS HOME THE ViVID 
STORY OF TODAY'S LUMBER INDUSTRY FOR THE WEYER- 


haeuser interests. Below: The American Association 
of Railroads has made good use of the sound slide 
film for public relations and employee education. 
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needs budget advice as much as lending 
service, is the keynote of the films. 

It is to reach the home executive, the 
American housewife, that Household em- 
ploys films — both movie and slide. It is 
not to persuade her to borrow money, but 
to the contrary! Through these films she 
is told that she can avoid unnecessary 
debt if she can manage the family income 

if she can recognize a bargain when she 
sees one — if she can learn to buy the nec- 
cessities of life properly. 

But there is no tug-of-war in the Cor- 
poration. As a matter of fact the help- 
ful education in this constructive social 
policy is showing a splendid harvest in 
good will. Many hundreds of public and 
private schools and colleges are using con- 
sumer material in their class rooms or 
reference libraries. Hundreds of schools 
and women’s groups are using both mo- 
tion pictures and sound-slide films for in- 
spiration and education. 

Household was among the first of large 
corporations to establish a visual educa- 
tion department which devotes its entire 
time to the administration of film mat- 
ters. Usually pictures and slide films are a 
side line for promotional, personnel, or 
advertising departments. Although only 
two and one-half years old, the depart- 
ment already has done a job which many 
a merchandise manufacturer would like 
to accomplish. 


* A third facet in public relations is of 
fered in the motion picture program of 
the National Association of Manufactur- 
ers. Four pictures featuring John S. 
Young and Lowell Thomas as commenta- 
tors have been shown to an audience esti- 
mated at fifteen million people in thou- 
sands of theatres throughout the country. 
They have also been widely seen by 
school and groups. One of this series had 
its premiere at New York’s Radio City 
Music Hall. 


A TYPICAL FILM STRIP FROM THE UNSELFISH EDUCATIONAL 
PROGRAM OFFERED HOUSEWIVES BY HOUSEHOLD FINANCE 











Spirits run bigh in the Hot Stove 


League this season thanks to— 


BASEBALL'S GOOD-WILL AMBASSADORS 


®@ This is the fifth year in which the Fisher 
Body Division of the General Motors Corpora- 
tion has sponsored the production of an official 
American League sound motion picture. With- 
out cost or obligation to the audiences and 
without advertising these films have traveled 
the highways and byways of America to bring 
home to the public an appreciation of the great 
American game of baseball. Fifteen million fans 
have seen the pictures thus far. 

At the rate of one hundred and fifty shows a 
day, serviced by the one hundred and fifty-five 
prints which are in circulation at the present 
time, fans are enjoying the latest edition of 
First Century of Baseball which observes the 









































a THE NEW BIG-LEAGUE BASE 
BALL FILMS BRING THE 
great American game 
closer to the heart of its 
loyal “fan” public 


centennial of the game with a historical story 
dating from the birth of baseball in 1839 to the 
present time. 

Written and supervised by Lew Fonseca, 
Director of Promotion for the American 
League, these film “good-will ambassadors” 
are doing a great job, and not only for their 
sponsors and the game—for they innoculate all 
those who see them with a new spirit of fellow- 
ship! Talk to Lew Fonseca about this and you 
get an interesting slant on what these films 
have done to build the attendance of member- 
ship in clubs, lodges and other organizations 
who show the pictures. On the nights of these 
showings, membership rosters get a real boost 
and faces which haven’t been seen for many a 
month are back once again for the night and 
perhaps for more of the comradeship which 
they thus suddenly regain. 

“They're down the other fellow’s alley”, says 
Lew, “that’s why the pictures are usually such 
naturals for any type of group-showing.” Mod- 
estly, he refrains from mentioning the many 
showings which the sponsors have voluntarily 
given to inmates of institutions where the pic- 
tures have proven inspiring and regenerating. 
These despite the fact that there is scarcely 
ever an open date on the crowded schedule of 
club and lodge beokings. 

The films are always shown without charge 
or obligation to the audience. They have been 
very successfully tied-up with promotional ef- 
forts by the sports departments of leading 
metropolitan newspapers. In Chicago, for ex- 
ample, the well-publicized feud between the 
National and American League baseball writ- 
ers of the Chicago Daily News, resulted in a 
most interesting series of theatre showings at 
which the new National League picture, also 
recently produced, was screened at the same 
time. Here is an interesting side light on one of 
these sponsored showings: 

“The American League’s new baseball film 
had its public premiere today”, says The Chi- 
cago Daily News of Dec. 27, “at the Sheridan 
Theater before more than 2,00 guests of “The 
Voice from the Grandstand,’ both major base- 
ball leagues and Essaness theaters. This world 
premiere of The First Century of Baseball was 
held as the first part of the double feature 
which The Daily News sports department is 
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giving this week in three film theaters — the 
second feature being the National League’s 
first film titled Baseball.” 

At the Byrd showing (in Chicago) Will J. 
Harridge, president of the American League, 
Lew Fonseca, director of The First Century of 
Baseball, and William McLean, executive of 
the Fisher Body Corporation which under- 
wrote the film for the American organization, 
were present and introduced from the stage by 
John Carmichael, Daily News baseball writer. 

The American League film dramatizes the 
historic angle with even more attention to the 
comic aspects of the game in the 1860's, 70’s and 
80’s, when the catcher stood far behind the 
plate and the umpire, wearing a silk hat, occu- 
pied a chair on the line between home and 
first. It also shows in detail the invention of the 
curve ball by W. A. Cummings, and his dis- 
covery of the principle while watching billiard 
players put “English” on the ball with a cue. 

Later on in the four-reel feature, the story of 
modern baseball is reenacted with scenes filmed 
at Chicago, Cleveland, New York, Philadel- 
phia, Detroit and at the six Florida training 
camps. Baseball celebrities who appear in First 
Century of Baseball are Judge Kenesaw Moun- 
tain Landis; League President William Har- 
ridge; the late Col. Jacob Ruppert; Clark Grif- 
fith; Tom Yawkey; Walter O. Briggs; Connie 
Mack and, of course, all of the headline stars 
of the American League. Thrilling World Series 
action scenes are featured. 

LEW FONSECA, DIRECTOR OF PROMOTION FOR THE AMERICAN 
LEAGUE, WROTE AND SUPERVISED THE LEAGUE’S LATEST OFFICIAL 


film “Century of Baseball” now being shown to millions of 
fans throughout the country. 


(PRODUCTION ACKNOWLEDGEMENT ON PAGE 33) 
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NEW FILMS 


® Football, baseball and New Eng- 
land travel are among the month’s 
new pictures but it is the success- 
ful sales and dealer relations films 
which again confirm their claim to 
favored leadership. 

Of these a notable example is the 
Bates Manufacturing Company’s 
new sound motion picture It’s the 
Little Things that Count in which 
Bates not only delivers to the of- 
fice appliance salesmen who will 
see the picture the advantages of 
its stapling machines and other 
products but manages to be thor- 
oughly inspiring and genuinely 
helpful in general sales education. 

The three-reeler was produced 
by Caravel Films, Inc., and fea- 
tures the appearance in a prologue 
of Charles P. Garvin, general man- 
ager of the National Stationers As- 
sociation, and S. M. Babson, sales 
director of the Bates Company. A 
talented and experienced cast en- 
act the sales story. First released 
to the trade in December, the film 
will be used by the Bates sales 
force (equipped with projectors) 
for exhibit before dealer groups. 
* The Remington Arms Company 
decided to prepare a series of dem- 
onstration manuals on its line of 
fire-arms for the guidance of its 
own salesmen, and those of its job- 
bers. These manuals show how to 
take the gun apart step by step on 
the left hand pages, and what to 
say on the right. The purpose was 
to give the salesmen a demonstra- 
tion pattern to follow in contact- 
ing firearms retailers. 

The next problem was to get 
maximum use of the manuals and 
their contents among salesmen 
who for years have been selling 
guns without realizing the value 
of taking the gun apart, and put- 
ting it together again, showing 
how few parts there are, and that 
no tools are needed in the process. 
So Remington decided to produce 
a motion picture as a means of in- 
spiring the men to its use as a sales 
procedure, to show how easy a 
demonstration is to make, with a 
little practice, to reveal its influ- 
ence on the dealer to cause him to 
stock Remington products, and to 
indirectly show him how similar 
demonstrations on his part to his 
customers sell more guns. 

West Coast Sound Studios, Inc., 
New York, were selected to write 
and produce a twenty five minute 
talking motion picture, This Way, 


(Please turn to Page 38) 





RECENT AND NOTEWORTHY FILM RELEASES 


Tue Remincton Arms Company presents This Way Please for 
its dealers and jobbers (top, left) and Bates MANUFACTURING 
Company introduces to the screen in It’s the Little Things that 
Count, two personalities of the office appliance industry; Charles 
P. Garvin, general manager of the NaTIonaL STATIONERS Asso- 
ciation and S. M. Babson, Bares’ sales director (top, right) 
New EncLanp’s travel industry gets strong support from its film 
New England (ship, center). GENERAL Tire sells the safety of a 
tire tread in the graphic presentation from its film (above, leit) 
Start the Music, featuring Edgar Kennedy, is Sranparp Om (of 
Indiana’s) latest film. CLimax Motyspenum’s film has a historic 
angle (illustrated in part at the right). Below, Tue American 
Assn. or Rarroaps sound slide film Friendliness Too is illus- 
trated while at the bottom right, the NatL. Proressionay Foor- 
BALL Leacue’s picture Champions of the Gridiron is noted 


(PRODUCTION CREDITS ON PAGE 33) 








ACKNOWLEDGEMENTS 
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1. For a most note- 
worthy film feature, the 
editorial nod goes to this 
short subject originally 
prepared for purely edu- 
cational distribution but 
worthy of this too-brief 
“sereening” we present 
for our business readers. 


2. Travel, adventure, 
education, and news ap- 
pear in breath-taking 
succession on the screen. 
Here a quick dissolve 
from the Hindenburg 
disaster to England’s 
coronation. 


3. The screen can teach 
the housewife how to 
buy and the salesman 
how to sell — to the bet- 
terment of both. Their 
education via the screen 
is deep-rooted and last- 
ing as it gets results. 


4. This same potent 
force brings home in liv- 
ing panorama the drama 
of geography, history, 
science and economics 
as visual education aids 
teachers in thousands of 
the nation’s classrooms. 


THE PICTURES MOVE 


5. How motion pictures 
move” — the illusion is 


based upon “persistence 
of vision” demonstrated 
by the Roget ‘‘top’’ 
which, when twirled rap- 
idly, shows bird inside 
the now empty cage 
drawn on opposite side 
of card. 


6. The principle is fur- 
ther explained by these 
successive paper pic- 
tures, flipped in rapid 
succession and applying 
motion to the old one- 
man projector, the Muta- 


scope. 


z The same method ij; 
applied today by th» 
men who make ani- 
mated cartoons. If th. 
sheets are flipped ray- 
idly, the cartoon drav. - 
ings appear to move. 


8. In the modern pro- 
jector, the succession of 
images is obtained me- 
chanically—with in- 
credible rapidity and ex. 
acting precision. 


9. The successive im- 
ages are photographed 
in a professional cam- 
era; its fine high-pow- 
ered lens is here being 
focused by expert hands 
which will “shoot” the 
scene. 


10. Inside the motion 
picture camera — the 
highly sensitized film 
moves with synchronic 
precision as the scene is 
photographed. 


1 1 « Accurate film move- 
ment depends upon its 
guiding perforations. 
These punches and dies 
are finished to a toler- 
ance of “plus or minus 
nothing”. 


12. The chemical de- 
velopment of exposed 
motion picture negative 
is explained in this 
“montage” of the dark- 
room amateur’s develop- 
ing tray super-imposed 
on an intricate labora 
tory machine. 
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HOW MOVIES TALK 


13. Metal walls vanish 
at will to reveal the pho- 
to-electric cell and am- 
plifier tubes of the 


sound projector. 


14. As the narrator 
(Alois Havrilla)  ex- 
plains how oeff-screen 
dialog is recorded, the 
actual “track” which re- 
produces the sound of 
his voice appears on the 
side of the screen. 


15. The mysterious in- 
visible phenomena of 
sound recording are 
more clearly demon- 
strated by means of ani- 
mation — 


16. — here completed, 
when an electrically os- 
cillated mirror changes 
a constant light beam 
into one that sweeps a 
sound pattern on a mov- 
ing negative film. 


17. In a studio, the 
“slapstick”? marks a syn- 
chronization point on 
picture and sound track. 
Then follows the taking, 
developing, editing, and 
eventual presentation of 
the film production. 


18. Finally—the iden- 
tical production filmed 
in theatrical 35mm. size 
with its distribution 
prints reduced to 16mm. 
(two reels foreground) 
showing the advantages 
of less bulk, less weight, 
less cost, and freedom 
from fire hazard. 





GENERAL ELECTRIC 


A VISUAL PIONEER 


@ The first General Electric picture was made early in 
1913. It was directed and edited by Mr. C. F. Bateholts, 
at one time a very active member of the organization; and 
it was shot by a cameraman recruited from the company’s 
still photographic section. Using a Universal Camera, they 
made a pictorial record of the electrification of the Butte, 
Anaconda and Pacific Railroad. Processing of the negative 
and positives was done by the Edison Laboratories of East 
Orange, New Jersey. 

About the same time, the old Essanay Company of Chi- | 
cago produced a one-reeler to promote the sale of electrical 
appliances. The picture was well made and carried prac- 
tically the same message that is in vogue today; namely, 
that the use of electrical appliances in the home makes for 
a healthier, happier and less costly mode of living. This 
film, however, was little used because its advertising was 
too direct for theatres, and the inconveniences of projec- 
tion hindered the dealers in show room screenings. 

In 1914, a picture showing the fabrication of Lynn Type 
motors was made as an engineering record. Six Bogue single 
arc broadsides furnished the interior illumination. The in- 
terested attention of several customers who saw this pic- 
ture indicated that such apparatus films might be good 
publicity. 

In the same year, a picture on the Panama Canal, much 
of whose electrical equipment General Electric furnished, 
was edited from a negative placed at the company’s dis- 
posal by the government. Prints of this subject were 
screened before engineering societies throughout the United 
States and in many foreign countries. For the latter show- 
ings, versions were made with French, German and Spanish 
titles. 

The use of motion pictures by industrial concerns was 
a unique undertaking and many people considered it a 
radical step. In General Electric’s case, it was perhaps a 
natural continuance for Thomas Alva Edison had, among 
other items, not only developed the motion picture, but 
had been early associated with the activities of the com- 
pany. Be that as it may, other people perceived that pic- 
tures of the right type could be used as a means of pub- 
licity and possibly as a more direct sales tool. 

In 1917, The Benefactor, a three-reel portrayal of the 
life of Edison was shot in the Schenectady Works. A small 
room was converted into a studio; the ceiling was hung 
with banks of Cooper-Hewitts, and a few carbon arcs were 
placed along the walls; scenic reproductions of Edison’s 
home and laboratory were constructed; professional ac- 
tors were engaged. The picture received Mr. Edison’s per- 
sonal approval and was widely distributed and well re- 
ceived. Because it is the only authentic record of his early 
career and invention of the in- (please turn to page 42) 
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“REAL LIFE” PEOPLE 


can bring to the 


screen inspiring real 
ism but this type of 
casting is the most 
difficult to direct. 


HISTORICAL TYPES 
demand capable, pro- 
fessional actors who 
can hold the illusion. 
Here: Ben Franklin 


in Selling America. 


“STAR” WAMES may 
be an asset for cer- 
tain films but in most 
cases are unneces- 
sary for business au- 
diences. 


ACTOR TALENT from 
the ranks of type 
and bit players is the 
backbone of the 
“story” type film 


“EXPERT” PARTS are 
often drawn from 
employees in the 
laboratory and shop 
They must be coach- 
ed and most ably 
directed for results 


CASTING the 


® No article on the subject of select- 
ing screen players should open with 
a mention of that former great 
American pastime—picking a hero- 
ine for Gone With the Wind. How- 
ever, since all of us were wrong, this 
dire example may be a useful intro- 
duction. Unless, of course, you're 
still convinced that the boys were 
nuts and that Glenda Farrell was a 
cinch for the part. 

The business of casting the sales 
training or advertising film offers 
several tough problems. Disaster 
has frequently overtaken executives 
who nipped otherwise promising 
film careers for their companies by 
appropriating this apparently allur- 
ing task as they began making that 
notable (and too often, painful) 
first film. Doakes, even as you and I, 
is a Lubitsch at heart and pretty 
soon he has forgotten dealers, job- 
bers, salesmen, home office and all. 
That is until they see the picture 
and someone asks what the hell was 
all that about especially the dizzy 
blond. 

Honors go to a smart director 
when a truly believable, and inspir- 
ing business film unfolds a story that 
sends the sales curve zooming. If 
that story depends on a carefully 
constructed narrative, talented ac- 
tors, wise in screen technique, will 
probably have a great deal to do 
with the punch and power of its 
message. Picking talent for the com- 
pany’s radio program is a cinch be- 
side visualizing a typical organiza- 
tion character, understanding his 
technique and employing that abili- 
ty to bring out a direct selling idea. 
It’s a fairly easy job to buy the 
names you need for radio. A little 
luck and a lot of cash have worked 
miracles for many a sponsor. As one 
commercial film producer puts it: 

“But, in motion pictures, unlike 
radio, you don’t need names to at- 
tract your audience. In most in- 
stances, your audience is already 
established. Indeed, even if you can 
get first rank names (which you 
can’t ordinarily because of contract 
restrictions) you wouldn’t want 
them. Not only would they be pro- 
hibitive in cost but actually they 
would be quite likely to detract 
from the attention value of the pic- 
ture. If that sounds paradoxical just 
set it down as one of the anomalies 
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CHARACTERS 


of the industry — or better yet just 
try to imagine focusing your atten- 
tion on the operation of the Little 
Giant can opener with Dorothy 
Lamour lurking in the background 
in a leopard skin. 

“There are literally hundreds of 
actors in Hollywood who actually 
have greater ability (as actors) 
than the top-flight stars, yet who 
can be bought for a price well within 
a reasonable picture budget.” 

There is another side to the cast- 
ing problem which is worthy of con- 
sideration. We sometimes disparage 
the simple form of industrial film as 
a “factory run-around” and are in- 
clined to forget the audiences who 
will appreciate the honest and 
straightforward messages such films 
may bring them. This, again, gives 
rise to a consideration of the “docu- 
mentary” treatment. The word is a 
misnomer applied more recently to 
government propaganda films both 
here and abroad. But the manner of 
its telling is important for it has the 
majesty of sincerity and the magic 
of high realism. Witness the com- 
mendable success of The River in 
America. 

A point of view expressed by one 
of the ablest documentarians from 
Great Britain will be of value in un- 
derstanding this “natural” tech- 
nique: 

“If we have individuals”, says Paul 
Rotha* “let them be typical and let 
them be real. The documentary can 
have no use for the synthetic and 
fabulous caricatures that populate 
the ordinary storyfilm There are 
hundreds of people in our everyday 
life that have never appeared on the 
screen. But before we can bring 
them into cinema, we must be pre- 
pared to go out and understand 
them. Our need is for characters 
who will be simply understood. They 
must be of the audience. We must 
go into the streets and homes and 
factories to meet them. 

“The whole evil of the American 
star-system, which in its way is a 
kind of typage, is that it treats with 
types of a false economic and solical 
superiority. The star, for political 
and social reasons already explained, 
is nearly always an inaccessible crea- 
ture living on a scale unobtainable 
by members of the audience.” 


* “Documentary Film” by Paul Rotha, 1937 








TRAINING SALESMEN 


THROUGH TALKING MOTION PICTURES 
featuring 


RICHARD C. BORDEN and ALVIN C. BUSSE 


ELMER WHEELER 
BENJAMIN FRANKLIN BILLS 


ROBERT H. NUTT 














DISTRIBUTED NATIONALLY THROUGH KEY CITIES BY 
MODERN TALKING PICTURE SERVICE 














IT TAKES SALESME 
TO SELL TODAY 





The pre-war salesman knew his job. But his job was easy. Equipped with a pocket full of cigars, 
some good stories, a ready smile, hearty laugh, a handshake that oozed friendliness, and seme rea- 
sonably presentable samples, and the order was his. 

Today salesmanship is a combination of science, art and engineering. MODERN TALKING PIC- 
TURE SERVICE KNOWS THAT TO BE THE CASE, because MODERN TALKING PICTURE 
SERVICE is a sales-service. For that reason we have incorporated with our nation-wide distribu- 
tion of talking motion pictures designed to sell the consumer, a service devoted to training the sales- 
man. 

This syndicated service which provides business with tested sales instruction methods covering 
every phase of selling can be secured on a very modest rental plan. 

Our Sales Training films present in work and picture every type of selling, from behind the coun- 
ter where the sum involved may be the price of a pair of stockings or a shirt, to the sales approach and 
completion where the negotiations may involve an exchange of thousands of dollars. 

These Sales Training films have been created by specialists who are the acknowledged masters of 
the science of selling and who have trained hundreds of men and women in salesmanship which sells. 

Many of the country’s largest, best known and most successful corporations and commercial in- 
stitutions have had repeated showings of these films. They have been seen and recommended by 
business executives; by sales managers; by salesmen; and by those who have been receiving their 


first lessons in this most important of all the departments of business. 


YOU WILL FIND ON THE FOLLOWING PAGES THE FACTS YOU NEED FOR SELECTING THE PARTICULAR 


SALES TRAINING FILMS BEST SUITED TO YOUR OWN PARTICULAR SALES PROBLEMS. 


Among the hundreds of organizations which Bell Telephone Co. of New Jersey; Coca Cola 
have used MODERN TALKING PICTURE Co.; Graybar Electric Co.; Hamilton Watch 


SERVICE’S Syndicated Sales Training Talking Co.; Libby McNeill & Libby; Pacific Gas & 
Pictures are: Aetna Casualty and Surety Co.; Electric Co. 




























RICHARD C. 


formerly Professor of market- 
ing at New York University, is 
Sales Executive with one of 
the country’s largest organiza- 
tions, consultant for a number 
of other companies and author 
of “Public Speaking as Listen- 
ers Like It” (Harper & Bros., 
New York); “How to Make a 
Sales Point Hit” (Prentice- 
Hall, Inc., New York) ; “How to 
Deliver a Sales Presentation” 


(Harper & Bros., New York). 



















ALVIN C. 


is the Professor of Public 
Speaking at New York Univer- 
sity, where he employs the 
years of sales research he and 
Mr. Borden have so success- 
fully carried out in making 
his course of instruction prac- 
tical. He is also co-author with 
Mr. Borden of that most suc- 
cessful book on selling, pub- 
lished by Harper & Bros., New 
York, entitled: “How to Win 
a Sales Argument”’. 










YOU AND | WILL NEVER KNOW 


just what might have happened had Messrs. Borden and Busse conducted the negotiations which Peter Minuit 
carried out in 1626 when he purchased Manhattan Island from the Indians for $24. Whether or not Borden 
and Busse could have persuaded the Indians to throw in Staten Island, or reduce the cash outlay to $19.99 
must ever remain a mystery. 
But as master salesmen, in this age when real salesmanship has come to be recognized as the first principle 
of success, Borden and Busse hold an unique position which they have gained by right of achievement. 
Consider these Borden and Busse Sales Training films MODERN TALKING PICTURE SERVICE offers 


you on a modest rental basis: 





Wee Gi HOW TO MAKE A SALES 
. PRESENTATION STAY PRESENTED 


< 
Here your sales force, and all those involved in any contacts with 


“" 

















customers, will be given thirty minutes of intensive instruction in 
the fundamentals of true salesmanship. From gaining the atten- 
tion of the prospect, to arousing his interest, to convincing him 
of the worth of your proposition, to making him see his need for 
your product; this dramatic film charts the course of a success- 
ful sale; and analyses the steps which make it successful. Produced 


by Sound Pictures Corp., Cleveland, Ohio. 


HOW TO WIN A SALES ARGUMENT &> 


For thirty minutes Borden and Busse act out for you a technique 












for overcoming the obstacles which lie in the path to an order. For 


veteran salesman and latest recruit, there are selling lessons in 


py mii 


this film of such inspirational value as to make them want to “go 


forth to conquer” the toughest prospect your company ever tried 








to sell. Whatever your product and whatever your sales problems, 
this convincing, instructive picture will prove a profitable invest- 


ment. Produced by Tri-State Productions, Cleveland, Ohio. 



































ELMER WHEELER, President, Tested 
Selling Institute; author of the record 
breaking best seller, “Tested Sentences 
that Sell’, (Prentice-Hall, Inc., New 
York) has been described as “the most 
interesting man in America today”; and 
is credited with having had such an in- 
fluence over selling and sales manage- 
ment as to have changed the marketing 


methods of this country. 





WHEN MODERN TALKING PICTURE SERVICE introduced this 
country to Elmer Wheeler’s dynamic talking picture, ““WORD MAGIC” 


; it broadcast a revolutionary sales training force. 


79 . . . . *.@ 
“WORD MAGIC’’ is a Sales Training film built to meet conditions 
today. It throws overboard the old-time easy-going rules for “chow to 
make a sal2” and teaches the salesman how to get results in a 10-sec- 


ond talk. It makes it invaluable to the ““Over the Counter” salesman. 





““WORD MAGIC’’ ins ires sales people, from the timid little girl be- 
P peop 4 

hind the ribbon counter to the “Chairman of the Board”? when he’s 

out to close a million dollar deal. 


No one can resist the word magic of this inspired sales demonstration. 


Produced by Industrafilm, Inc., Hollywood & New York. 


HOW TO REMEMBER NAMES AW 


After Robert H. Nutt, “America’s Foremost Memory Expert” had given 





his famous lectures on memory training to such distinguished audiences as 
the members of the New York Stock Exchange, executives of Firestone 
Tire, Reynolds Tobacco, Coca Cola and other great industrialists, Borden 
and Busse joined with him in making this film on remembering names and 
faces. “The most important word in the whole dictionary of selling is not 
price but the name of the man you want to sell” said Richard C. Borden; 
and this picture does teach you how to remember names and faces. Pro- 
duced by Luther Reed, New York City. 



























BENJAMIN FRANKLIN BILLS, Ph. B., 
J. D. Author of “Persuasion in Business” 
(The Gilbert Publishers, Chicago); is 
Chairman, The Bills Corporations; Presi- 
dent, Incomes Properties, Inc.; Member 
of Chicago Bar; Special Lecturer in Sales- 
manship, Northwestern University; Dean 
of Brokerage Courses, National Associa- 


tion of Real Estate Boards. 








“PERSUASION MAKES THE WORLD GO ’ROUND”’ is more 


than a Sales Training Picture. It is, first, a serious analysis of the five 
steps a buyer’s mind takes, before buying. From this foundation, the 
picture demonstrates the five complementary steps which must 
be taken to synchronize the sales approach with the buyer’s interest. 
It is especially valuable for salesmen whose orders are received after 


a period of negotiations. 


This picture illustrates the method to follow to prevent a prospect from 
saying “‘no”’ until he is ready to say “‘yes”’. The logical, convincing 
character of this talking picture makes it an impressive demonstra- 
tion of the art of modern selling raised to its highest position. Produced 


by Tri-State Productions, Cleveland, Ohio. 


}FACES 





This film actually proves to the members of the au- 


dience that these principles really work for them. 






THE ART OF SELLING 


AS SELLING IS THE FIRST PRINCIPLE GOVERNING ALL human actions it is 


MPATIENT 


obvious that success, in anything, depends upon selling ability. THE ART OF 
SELLING is a dramatic presentation of sales methods applied to the specific field 
of retailing. It trains sales people, through right and wrong examples, how to be 
successful in over-the-counter selling. Produced by Loucks & Norling, New York 


City, in cooperation with R. H. Macy & Co. 


‘““BEWARE OF MENTAL-ITIS”’ 


is a Will Rogers type of presentation of criticism which makes you “take it and like 
it”. Homely humor, chuck full of sound sense, joking us out of ruts and sharpen- 
ing our wits. 

“Doc” McIntire brushes the cobwebs off your brain, polishes up your thinking, 
and kindles your enthusiasm in “Beware of Mental-itis”’. This picture works on the 
mental attitude of the salesman toward his job. Produced by The Calvin Company, 


Kansas City, Missouri. 


HOW TO MAKE A SALES POINT HIT 


This thirty-minute sound slide film illustrates six fundamental methods for giving 
a selling point its greatest value. This visual demonstration applies each of these six 
basic principles to every major field of selling. 


HOW TO DELIVER A SALES PRESENTATION 


For thirty minutes this sound slide film illustrates the tested principles which make 
for successful public speaking — facts every salesman today needs to know and 
use. 


HOW TO SUPERVISE SALESMEN 


Here’s a sound slide film which, in a brief fifteen minutes, presents the eight estab- 
lished methods for handling salesmen which convert a sales manager from a driver 
to a leader. 














MODERN TALKING PICTURE SERVICE offers you the answer to each of 


the above questions, if YOUR answer is ““YES”’. 


The answer is contained in Charlton MacVeagh’s six sound slide films designed 


for use in connection with six Foreman Conferences. 


MacVeagh created the scenes in these remarkable sound pictures from actual 


experiences and the scenes were taken in actual factories. 


Such great American Industries as the Johns-Manville Corporation, Revere 
Copper & Brass Inc., International Business Machines Corporation and Wag- 


ner Baking Corporation have used and indorsed these films. 


These are more than talking slide films. They are human documents especially 
designed for use in connection with a highly developed course which has re- 
peatedly demonstrated its ability to guide foremen in all their dealings with 
workmen and so to develop teamwork which brings better conditions and bet 


ter times for all, from apprentice to Chairman of the Board. 


MODERN TALKING PICTURE SERVICE has a local unit near you. Let us dis- 
cuss this course with you and show you some of these convincing pictures. A 


demonstration will gladly be given without any obligation or cost. 


“COMPANY 
YOU 
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Local units in 46 key cities 


To Obtain Any Of The Programs Shown Here Consult 
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@“Each showing I have thus far made has been 
responsible for the sale of one or more batter- 
ies ...” said one of our District Salesmanagers. 

Another, using our films in cooperation with 
an industrial truck manufacturer’s represent- 
ative, demonstrated the applicability of a cer- 
tain type of material handling unit to a given 
range of tasks in the plant of a prominent man- 
ufacturing company. The value of the resulting 
sales of equipment to this one firm in the brief 
period of one year was $304,966. Nice going — 
eh? 

Some other comments, recently received 
from other districts . . . “Our films have broken 
down resistances of long standing among com- 
petitive users...” 

“The pictures help our sales picture when 
used just as business, under the fire of keen 
competition, is about to be closed . . .” 

Briefly, our advertising activity on industrial 
storage batteries is directed to three groups: 
(1) electrical or other operation departments 
who originate requisitions for batteries; (2) 
purchasing departments; (3) officials whose 
approval is necessary on expenditures. 

To reach the men in the first and second 
groups described, in addition to our films, we 
employ a house publication, a schedule of trade 
publication advertising and the use of two 
major business papers. Careful checking of re- 
sults indicates that we have gained by this 
formula a reasonably thorough coverage in 
fields where our interests lie. 

To reach the men in the third group, in which 
we find executives the average salesman cannot 
reach, we have used the business papers, a spe- 
cial direct mail formula and, more recently, our 
sound motion pictures. 

These films, with each district office set up 
for exhibiting, enable us to localize our program 
with our objective not only the technical men, 
who customarily initiate requisitions for such 
equipment as we sell, but also the officials 
higher up who control the tension on the purse 
strings of our customer and prospect com- 
panies. 

When we switched to sound motion pictures, 
having already been users of silent pictures for 
many years, we established a training school. 
Each District Salesmanager came into Orange 
and was given a thorough course in showman- 
ship. Each office was equipped with fully porta- 
ble 16mm. sound motion picture projectors, 
screen and all the necessary accessories. Our 
productions are all made 35mm. but exhibition 
prints are 16mm. 

When the District Salesmanager returned, 
he imparted his newly acquired training to his 
own district organization. From Orange there 
followed a supplementary correspondence 
course in showmanship. This comprised the 
mailing of three instruction bulletins and peri- 
odically mailed additional data, all of which 
were specially written for our Film Activity by 
its director. ae 

In preparing this material, we had first re- 


Hardly Hollywood—but Highly Profitable 


By JOHN A. COAKLEY, Advertising Manager, Thomas A. Edison, Inc 


viewed similar data issued for the training of 
the sales organization of large users of films. 
Some of this we adapted for our needs, then 
refined the resulting text to the point where we 
had it in the form of a simple and easily applied 
technique for sales showmanship. It was nec- 
essary to plan many new presentation tech- 
niques as the available material did not, by any 
means, match our need. 

*In order to match top official against top 
official, we had the good fortune to be aided by 
a willing and hard working vice president of 
Thomas A. Edison, Incorporated, who tire- 
lessly covered every territory in the country 
where business is controlled by large corpora- 
tions. In these large customer and prospect 
companies a manifold sales problem existed. 


For example, among the groups influencing 
the selection of air-conditioning equipment 
by a railroad are: electrical engineers, mechani- 
cal engineers, superintendents of motive power, 
passenger traffic managers, purchasing agents, 
var shop foremen, financial vice presidents and, 
in many instances, the president himself. 


Our plan developed as follows. Our vice pres- 
ident invited the president of the road to bring 
his official family to a showing of a newly pro- 
duced Edison film dealing with the subject of 
railway train car air-conditioning. The show- 
ing would invariably be held in a hotel room 
and usually would fellow a luncheon or dinner. 
The film told the story concisely. It interested 
the audiences not only because the film was 
colored with railroading background to such an 
extent that it could not help but appeal to the 
men assembled for the showing, but also be- 
cause the device was new enough to gain inter- 
est for the subject automatically. 

Some of the reports dealing with such show- 
ings are pertinent in this review of our Film 
Activity. At one of these showings a certain in- 
fluential person present was known to be prej- 
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udiced, at least to a degree against our offering. 
He would not listen to our men long enough 
for us to attempt to break down his objections 
to our product. He did, however, sit through 
the showing of our film, and this film was proba- 
bly more of a revelation to this man on the sub- 
ject of batteries in general than anything to 
which he had ever before been exposed. The dis- 
cussion which followed served to bring out his 
views, clarified many of the points upon which 
he had doubts, cleared these up; in this discus- 
sion most of the operating officials joined. 

One prominent prospect road asked to have 
the film shown to all of their operating men in 
their own auditorium. 

A point that has often been made in reports 
covering film showings is that operating men 
in each instance at the showing of the films to 
large company groups expressed pleasure that 
their superior officials had also seen the picture. 
In many instances these men had had no little 
difficulty in selling their superiors on the de- 
sirability of making, what they easily recog- 
nized to be a wise investment and a longer- 
lived product. 

Another comment from one of our salesmen 
in a report covering certain showings read as 
follows: “The effect that struck me as being 
most striking was the fact on subsequent occa- 
sions they made frequent reference to the Edi- 
son Battery and its advantages as voiced and 
shown by the film in the course of their con- 
versations with various other people.” 

Let it suffice to say that in many instances, 
results were that the topmost officials relaxed 
their hold on the purse strings and made wise 
investments. That many of them, in this year 
of curtailment of expenditures, are doubtless 
thanking their good fortune for having done so 
is a certainty. 


* In other articles so much has been written 
about production that I have not thought to re- 
(Continued on next page) 





(Continued from Page 27) 

view at any great length our production pro- 
cedure in this story of our experience with in- 
dustrial films. We have used the best producers 
and also those who produce a film of fair quality 
for a moderate price. We are confident that we 
have each time received just about what we 
have paid for, looking upon the work from a 
purely mechanical viewpoint. Also, we have un- 
dertaken our own productions and suffered the 
resultant headaches with the realization that 
the experience was undoubtedly extremely 
good for us. I can testify that these experiences 
were interesting and the yield was also satis- 
factory. In each case where we acted as our 
own producers, there were circumstances 
which mitigated against our using one of the 
established producing firms. 

Today our production plan is pretty tightly 
organized. We have a contract arrangement 
with a good producer to do our requirements in 
films for this year. Much of the writing is being 
done in our own department as has generally 
been the case. At the outset, our advertising 
agency lent us their heartiest cooperation in the 
establishment of our program, and we leaned 
upon their experiences with visual sales devices 
to make sure that we made no major mistakes. 

They emphasized that the important point 
in connection with the utilization of industrial 
films is that films are no good at all unless they 
are properly put to work — unless your market 
can be exposed to the sales messages which 
they present. And to get films out and get them 
working needs the whole-hearted cooperation 
of every man in your sales organization. 

It needs, too, the burning enthusiasm of a 
genuine sales crusader. We were fortunate in 
having such a person. He is George E. String- 
fellow, Vice President and Division Manager 
of the Edison Storage Battery Division of 
Thomas A. Edison, Inc. His enthusiasm for our 
Film Activity is at least partially explained by 
this statement which he has made: “Jf I were 
to estimate the value of the film program to us, 
I believe I would be extremely conservative in 
stating it to be not less than half a million 
dollars.” 

Its cost to date has been little more than a 
tenth of that sum. 


ADD ENTERTAINMENT TO YOUR FILM PROGRAM 


@ The primary function of every good business 
film is to sell something but a measure of enter- 
tainment may sometimes be a very important 
factor in the successful reception of your sales 
story by the public or your own employees. A 
straight barrage of sales training or sales pro- 
motion may be somewhat heavy fare for the 
average individual but the appetite may be 
whetted and the digestion improved by the 
judicious employment of straight-forward en- 
tertainment if your film does not already pos- 
sess some of this element. 

The facilities of many fine libraries are avail- 
able for this purpose and many of these are lo- 
cated in your city. The local camera store is 
also a potential source of film program material 
for in almost any sized town, you can find the 
national distributed reels of Castle Films Home 
Movie library. Some business organizations 
have already successfully adapted these short 
subjects to their programs; others have pre- 
ferred to make special subjects of their own 
which tie up with the company’s promotional 
plans. Household Finance Corporation is one 
of these latter and Alka-Seltzer has also re- 
cently incorporated its radio stars into an 
otherwise purely promotional dealer film for 
the drug trade. 

Choice of subject matter is important for 
the film used must maintain the quality of 
excellence which the accompanying program 
has set for it. The nature of the subject matter 
is also important and non-controversial sub- 
jects such as travelogues, sport-reels and the 
like, may be preferable to reels showing news 
events and other matters of a debatable nature. 
Here are a few subjects being offered to na- 
tional dealer distribution. 

Everyone looks forward to attending an 
opening and especially to the premiere of two 
mammoth World’s Fairs. The Preview of the 
World Fair offers a complete advance viewing 
of both the New York and San Francisco Ex- 
positions — the fiirst glamorous pictorial rec- 
ord of the Fairs which next year will capture 
the attention and interest of millions from 
everywhere. 

In Baseball - 


bring completeness of pictorial coverage in this 
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baseball review. The stars of the season — the 
notable games — and for a finale — the classic 
of them all — the World’s Series show. 

The Castle See subjects bring an ultra mod- 
ern, fast-action picture review. See presents 
rare pictures—a mirror of unusual movies 
from all quarters of the globe. Super-Tanks in 
Action — amazing exhibition of American and 
French mechanical monsters ... Monkey Busi- 
ness —a boxful of monkeys, a barrel of fun 
... Chimpanzee Aristocrats — almost human 
primate performs . . . Motorless Flyers — in- 
trepid glider pilots soar from loft mountain 
tops . . . Laughing at Fate — airplanes crash 
into houses. And the thrill of thrills . .. Human 
Cannon Balls — first one daredevil is blown 
skyward, then two are exploded from mouth 
of Big Bertha. 

The ‘big plays’ of the season’s gridiron clas- 
sics .. . hundreds of thousands of fans pay mil- 
lions of dollars to attend the nation’s football 
events. This Sports Parade brings a permanent 
record of Football’s outstanding plays in the 
1938 season — the games that set the pace for 
the season — and all in one terrific action reel. 

Hawai — Land of Enchantment is a mirror 
Adventure, Romance and the Lure of the Trop- 
ics — action shots of the thundering volcano 
— marine shots — the Native Hula .. . and for 
a finale, the fastest movie of surf boat riding 
ever screened. 

As already stated, the measure of entertain- 
ment used on the film program should be care- 
fully programmed so that the main sales objec- 
tive of the film and its educational purposes are 
not defeated by an over-abundance of unre- 
lated subject matter. What frequently happens 
is that the entertainment is remembered and 
the sales message forgotten. 

But let the martial music of an American Le- 
gion parade or the stirring college anthems of 
a football review light up your screen with a 
new vitality which will put the audience on its 
toes and thereby insure a better reception for 
the rest of the program! 


“SNOW THRILLS’ ONE OF THE LATEST OF THE CASTLE SHORT SUB- 
JECTS 1S ILLUSTRATED IN THE TWO SCENES SHOWN ON THIS PAGE. 


This and others are available in both sound and silent 
versions from your local dealer. 




































































APPLY tuis great rorce 
T0 .* a 


It takes ACTION to overcome the inertia 
of sales resistance. 

Motion pictures, cleverly and carefully 
planned, supply this power . . . awaken 
prospect interest, help the salesman out 
of the doldrums of customer reticence. 

May we suggest ways... Our Indus- 
trial Service Department specializes in 
planning films that add real momentum 
to sales efforts. Write us about your pres- The 
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sent or future film problems — and don't 


CHALLENGER 
forget, when writing, to ask for informa- 
tion on our complete line of projectors Above — The projector of tomorrow! DeVry SEND FOR THIS BOOKLET: “Glo 
Challenger 16mm. sound projector .. . New rify Your Product” now in its third 
and cameras for industrial use — some “Film-glide” adds years of life to your film. Other printing, has helped many organ 
new features include synchromatic threading izations to modernize their film 
radically reduced in cost. and dual sound stabilizer. Send for complete data. plans. Free for the asking. 
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VICTOR REFUSED 


to “Let well enough alone” 
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So, THE WORLD’S MOST WIDELY USED 
16 MM SOUND PROJECTOR GETS A 
New, Super Endurance *Mechanism! 


ANIMATOPHONE Leadership dates from almost the very be- 
ginning of 16 mm. sound. Coninuation of that leadership has 
been made secure, for LOOKING AHEAD, Victor has created 
for TODAY’S l6mm. PROJECTOR USERS a Super-Endurance 
*Mechanism that anticipates the performance demands of the 
future! 

Not only does this epoch-making advance in mechanism design 
provide definite assurance of UNPRECEDENTED PERFORM- 
ANCE, but it dwarfs service and parts-replacement problems to 
a mere nothing! A five year study of servicing records and user 
reports . . . on machines definitely known to have seen greater 
than average use . . . served as the guiding influence in the crea- 
tion of this new Master *Mechanism. 


New EFFICIENCY — Greater ENDURANCE 
to MORE than meet modern-user needs 
for heavier duty Projection Equipment! 


Just a few of the highlights of VICTOR’S 
new SUPER ENDURANCE MECHANISM are: 


FEWER MOVING PARTS... “STRIP-PROOF” GEARS . . 
LIFE-TIME BEARINGS that need NO OILING . . . 300 PER- 
CENT STRONGER CAM-ASSEMBLY . .. NO FLICKER even 
at sub-normal speeds . . . INCREASED FLATNESS OF FIELD 
without loss of light . . . INCREASED SMOOTHNESS and 
CLARITY in sound reproduction due to improvements in Filter 
and Optics. 

So... UP goes the efficiency curve and DOWN goes the up- 
keep cost — if you choose the new ANIMATOPHONE ... priced 
at $275 up! Demonstrations, without obligation, gladly arranged. 
W rite today! 


* Available now in the New, Improved Model 33 






31 and 36 Animatophones. Soon available in all 
Animatophones and VICTOR Silent Projectors. 


VICTOR ANIMATOGRAPH CORPORATION 
DAVENPORT, IOWA 
Chicago 


Los Angeles 
ANIMATOPHONE 16: 


New York 
SOUND PROJECTORS 





















PERSONALITIES in the NEWS 


* Recent release of the official 
AMERICAN LEAGUE sound motion 
picture sponsored by the FISHER 
BODY DIVISION of GENERAL MOTORS 
was observed by the attendance at 
several premieres of Mr. William 
S. (Bill) McLean, Fisher’s adver- 
tising manager and American 
League officials, including Presi- 
dent William Harridge, and Direc- 
tor of Promotion Lew Fonseca. In 
Chicago, theatre ceremonies spon- 
sored by THE CHICAGO DAILY NEWS 
brought sport editor Lloyd Lewis 
and baseball writer John Car- 
michael into the spotlight. 

* Clinton F. Ivins, well-known in 
the industrial and commercial field, 
has joined Aupio Propwctions, 
INC., in an executive capacity, ac- 
cording to an announcement made 
by Frank K. Speidell, president. 
Mr. Ivins has been vice-president 
of the Parnescope CoMPANY OF 
America and associated with that 
concern through the past eighteen 
years. He assumed his new duties 
at Audio’s Long Island studio 
headquarters as of January Ist, 
1939. 

Mr. Ivins is one of the pioneers 
in commercial film activities and 
has been active in organizing this 
branch of the industry for more 
than 15 years. He has served as 
chairman of the motion picture 
committee of the National Indus- 
trial Association and has been sec- 
retary-treasurer of the Eastern As- 
sociation of Non-Theatrical Film 
Producers, Inc., since its inception. 
He is an active member of the 
Sales Executives Club of New 
York and was formerly president 
of the Princeton Engineering As- 
sociation. 


MR. CLINTON F. IVINS WHO HAS JOINED THE 
EXECUTIVE STAFF OF AUDIO PRODUCTIONS, INC. 








MR. WILLIAM S. MCLEAN, FISHER ADVERTISING 
EXECUTIVE AND PRESIDENT WILLIAM HARRIDGE 


of the American League talk over the fea- 
ture movie “First Century of Baseball”. 


* J.H.McNabb, president of Bet. 
& Howe LL, announces that the em- 
ployees of this Chicago motion pic- 
ture equipment manufacturing 
firm have accepted a comprehen- 
sive new plan of cooperative group 
insurance which includes not only 
life and permanent total disability 
insurance, but also accident and 
health benefits, and idemnity for 
hospital confinement and surgical 
operations. The new plan replaces 
a group life insurance plan which 
the company has carried for more 
than 12 years. Involving over 
$2,000,000 for some 1100 employ- 
ees in the Chicago and domestic 
branch offices, the entire new plan 
is underwritten by the Travelers 
Insurance Company of Hartford, 
Connecticut. 


* Stanley W. Williamson who un- 
til recently was assistant head of 
the retail training department of 
the Jam Handy organization, has 
been appointed to the company’s 
New York City executive contact 
staff in charge of retail sales train- 
ing meetings for manufacturers us- 
ing slidefilms, according to Jami- 
son Handy, president. 





























@ Lower prices in the sound pro- 
jector field feature the news of the 
month in business film equipment. 
Quality standards have been zeal- 
ously maintained by all the first- 
line equipment makers but an eco- 
nomical schedule of prices has been 
achieved which will benefit con- 
cerns now outfitting their salesmen 
and other representatives with 
necessary equipment. 


NEW DUFAYCOLOR SETUP 
* Control of Duraycotor, Inc., 
has now passed from English to 
American hands and an exclu- 
sively American management has 
taken over operation of the com- 
pany, according to a recent state- 
ment issued to Business Screen by 
Pierpont M. Hamilton, president 
of the new company, Dufaycolor 
Company, Inc., with offices at 30 
Rockefeller Plaza, New York. The 
Durayco tor film was developed in 
England and introduced in this 
country several years ago under 
English auspices. 

“The efforts of the new manage- 
ment will be intensively directed 





toward supplying color film of high 
quality at the lowest possible cost, 
for both amateur and professional 
use, thereby promoting the widest 
possible use of color photography,” 
Hamilton stated. “Our film can 
now be developed by anyone and 
we have recently introduced to the 
amateur simplified means of mak- 
ing color prints. It is our aim fur- 
ther to simplify these operations 
and reduce the present cost of 
prints and enlargements, both 
amateur and commercial. 

“The new management also con- 
templates making DuraycoLor 
immediately available to the mo- 
tion picture industry. In this field, 
Durayco.or film makes it possi- 
ble to take pictures in full color, 
using present standard equipment, 
the studio shooting the picture 
with a single strip of negative in 
its own cameras and doing its own 
processing and printing, thus mak- 
ing it possible to see ‘rushes’ as 
quickly as in black and white.” 


ELECTROL POPULAR 

* The finest commercial screen 
now available is Da- 
Lite’s new Electrol, 
an automatic remote- 
controlled glass-bead- 
ed screen which merits 
the finest business 
theatre setup. Its ad- 
vantages, aside from 
the motor drive fea- 
ture, are typical of 
Da-Lite Screens for it 
offers compactness, 
light weight, simplici- 
ty of operation and 
durability. 


” 


THE NEW AMPROSOUND MODEL 
“x' ESPECIALLY DEVELOPED 
for industrial film users to 
sell at only $275.00 and in- 
cluding 750-1000 watt illu- 
mination. This is “one-case” 
unit. 





NOW AVAILABLE FOR LARGER BUSINESS AUDIENCES !S THE 


NEW TRI-PURPOSE 300 WATT MODEL AA S. V. E. SLI 


jector with the new S. V. E 


* NATIONAL MOTION PICTURE SERV- 
Ice of 236 West 55th St., New 
York, handles motion picture re- 
leases of the Grace Line and the 
Bermuda Line. These films depict 
South American travel. 


PLANTER’S ANIMATION 

* Newest Propuction from the 
Tep Esupavucu Organization, New 
York animation studios, is a “min- 
ute movie” for Planter’s Peanuts. 
This picture carries the name of 
the sponsor only on a title frame 
and is an interesting educational 
study of the growth of the peanut 
plant. The Eshbaugh studios re- 
cently finished another animation 
sequence for a National Carbon 
film dealing with the cooling sys- 
tem in gasoline engines. 


ISSUES SERVICE CARDS 

* John E. Allen of Rochester, New 
York, is issuing service cards to 
firm representatives traveling in 
New York State with films and 
motion picture equipment. The 
cards will list emergency telephone 
numbers so that a complete serv- 
ice including emergency repairs, 
screens, parts, operators, and films, 
will be available day or night. The 
cards will also serve for identifica- 
tion and credit purposes. Compa- 
nies interested may contact this 
firm at 6 George Street, Rochester. 


2) oe 


DE PRO 
rewind takeup. Priced 
at 57.50, complete with lamp, lens, double slide 
carrier, rewind and leatherette carrying case. 





* The surest way of getting 
your product before educa- 
tional groups, says the So- 
ciety for Visual Education, 
is through a projected pic- 
ture and the least expensive 
way is by means of Pic- 
turols (Filmslides). This 
special service will be the 
subject of a lengthy discus- 
sion in a forthcoming issue. 
Watch for it, for it offers an 
entirely fresh viewpoint on 
the subject of school-indus- 
trial subject distribution. 


KODACHROME TITLES 

* Horne Movie Service in addition 
to a complete photograph service 
has an imposing list of clients for 
whom they produce Kodachrome 
titles. Recently a large order was 
completed for the Union Pacific 


Railroad. 
PROJECTION IN ST. LOUIS 


*Avupio VisuaL Service, a film 
projection organization operated 
by Thomas J. Brown, veteran mo- 
tion picture pioneer and Francis 
Slivka SMPE member, announce 
recently enlarged St. Louis offices 
in the Mart Building. Provision is 
being made for a modern motion 
picture screening room. An invita- 
tion will be extended all producers 
to avail themselves of this screen- 
ing room service in St. Louis. 
(Continued on next page) 





THE DEVRY HAND STERIOPTICON VIEWER WILL BE 
A USEFUL ASSET AT MANY EXHIBITS DURING THIS 


year. Pocket-sized, it offers a novel way of 
using visual presentations. 














Show SLIDEFILMS 
at Their Best 





THOUSANDS IN USE 


S. V. E. Picturol Projectors are avail 


able in many types and sizes to meet 
every requirement — silent or sound 
from handy light weight units for 


ntact salesmen to high 


the use of 
powered projectors for auditorium 
use.* Their superior performance has 
been proved by thousands of projec 

tors in the service of hundreds of pro 
gressive companies such as Ford, 
General Motors, Chrysler Corp., 
General Electric, Westinghouse, Ser- 
vel, Standard Oil Co., Crane Com- 
pany, Standard Brands and Iron Fire- 
man. 








* Ask about NEW 


WITH POWERFUL 


PICTUROL | 
PROJECTORS | 


Slidefilms — the ideal visual aid for sell- 
ing or employee-training — serve best 
when shown at their brightest by S. V. E. 
Picturol Projectors. The advanced optical 
system in each of these units reproduces 
every view on the screen at its brightest 
and clearest with details sharply de- 
fined. It is the result of 19 years of leader- 
ship in slidefilm projection equipment 
by the originators of the slidefilm stere- 
opticon. Protect your investment in slide- 
films with top quality projection. Mail 
the coupon below for complete facts now! 


Society for Visual Education, Inc. | 
Dept. 11-B, 327 S. La Salle St., Chicago, Illinois | 





300 WATT MODELS! | sans arte’ oe Meera oe cate trae | 
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SURATURES 


ON FILM 


[ i | BE REMOVED! 


* 


RENOVATING DOES NOT REMOVE SCRATCHES 
PROCESSING DOES NOT MAKE FILM SCRATCH-PROOF 


SCRATCHES can be removed only by the 


RECONO parents» METHOD 


Your “Film-Salesmen” should always look their best 
Restore your prints to original quality 


WRITE FOR FREE TRIAL OFFER! 


AMERICAN RECONO, Inc. 


245 West 55th Street 


* 


New York, N. Y. 











NEW UNIVERSAL LINE 


* Shortly to be announced by Unt- 
VERSAL SouNnD ProJector, along 
with their new models, is the fact 
that they are now manufacturing 
under the following licenses: 

“Manufactured under licenses 
from Electrical Research Prod- 
ucts, Inc., under United States 
patents of American Telephone 
and Telegraph Company and 
Western Electric Company, Incor- 
porated, for use only in connection 
with the exhibition of motion pic- 
tures.” 

The improvements incorporated 
in the new projectors allow Uni- 
versal to be one of the select few 
granted permission to operate un- 
der this license. 


ADDS PILOT LIGHT 


* Bett & Howe. announces that 
a new automatic pilot light will be 
standard equipment on all Mope. 
138 FrLMosounp projectors effec- 
tive with January production. The 
pilot light is so situated on top of 
the blower housing as to very 
clearly illuminate the projector 
film-moving mechanism and am- 
plifier controls. The light is opera- 
tive as soon as the projector cur- 
rent supply cord is connected with 
current source. The light is turned 
on automatically, simply by pull- 
ing the pilot light cap out of its 
housing. Pressing cap back into 
housing turns off the light. The 
lamp is easily accessible for re- 


THE STRANGE-LOOKING OBJECT ILLUSTRATED HERE IS A PRACTICAL, MODERN APPROACH TO 


VAL MOTION’. IT Is 





placement by unscrewing pilot 
light cap. 

Through use of this new ever- 
ready pilot light the projector op- 
erator can perform film-threading 
operations and see to operate am- 
plifier controls without resorting 
to other illumination. Information 
concerning installation of this pilot 
light on Firmosounp Monet 138 
ProJECTORS now in service may be 
had by writing the company. 


FORMS FILM FIRM 


* NATIONAL FILM PROGRAMS, INC., 
has been formed as a nucleus for 
organizations to obtain film pro- 
grams suitable to their particular 
needs. This company recently took 
interesting films covering the Na- 
tional Amateur and the National 
Open Golf Tournaments which 
were given their first screening at 
the annual meeting of the Metro- 
politan Golf Association, held at 
the Hotel Vanderbilt in December. 


NEW BOX-TYPE SCREEN 

* An entirely new type of motion 
picture screen is said to have re- 
cently made its debut, incorporat- 
ing notable improvements in me- 
chanical design and reflecting sur- 
face. The new screen, known as the 
Nu-Matic Box-Type Screen, is 
manufactured in New York City 
by Motion Picture Screen and Ac- 
cessories Company, and is distrib- 
uted through the regular dealer 
channels. 


“PERPET- 


THE NEW 800 FT. CONTINUOUS ATTACHMENT OF UNIQUE DESIGN ANNOUNCED BY 


BELL & HOWELL FOR USE WITH FILMO AND FILMOSOUND PROJECTORS; SHOWN MOUNTED ON A FILMO- 
sound model 138. It is stated that this new continuous attachment has been developed 
not only to provide greater “show” capacity than has previously been available in such 
a mechanism, but to incorporate features which add very appreciably to the life of the 


film used. 


The new B&H 800 ft. Continuous Attachment is for use with 16mm. films, either sound 
or silent. Eight hundred feet of sound film, at 24 frames per second, provides a 22 minute 
showing; silent film at 16 frames per second provides a 33 minute showing, before repeat- 
ing. Showings of these extra lengths are very much desired by those exhibiting at fairs. 



































THE NEW DELUXE MODEL CONTINUOUS AUTO- 
MATIC KODACHROME SLIDE PROJECTOR DEVELOPED 
by Color Illustrations, Inc., New York City, 
features screen brilliance in daylight plus 
perfect handling of delicate color trans- 
parencies. Takes from 3 to 48 slides. Fur- 
ther details on request. 


AMPRO ANNOUNCES: 


* Tue Ampro Corporation is an- 
nouncing two new and improved 
low-priced 16mm. sound-on-film 
projectors, basically new in design, 
which provide quality sound pro- 
jection at prices well within the 
reach of a moderate budget. 

Clear, natural sound and tone 
faithfully reproduces speech, 
music. A new adaptation of Am- 
pro’s standard sound mechanism 
assures sound reproduction of the 
highest quality. With brilliant, 
flickerless picture projection — 
(750-1000 watt illumination) Am- 
pro’s quality features of projection 
have been developed to even high- 
er standards. 

Compact, quiet, easiest to oper- 
ate —a truly simplified design — 
all in one case, small and portable, 
weighs only 49 lbs., including 1600 
ft. reel, carrying case, accessories 
and cords. Operation so quiet that 
blimp case is unnecessary. All con- 
trols are centralized on a single 
illuminated panel — reel arm 
brackets are permanently attached 
and swiveled into position — no 
parts to set up and fasten. Simpli- 
fied threading — only two sprock- 
ets—film guides to facilitate 
threading. 

AmprosounD Monet “X” — for 
industry —a real business builder 
—equipped with 60 cycle AC 
motor — sells at $275.00. 

AmprRosouND Mopet “Y” — for 
education — ideal for classrooms 
and small auditoriums — equip- 
ped with Universal AC-DC motor 
with silent film speed and priced at 
$295.00. 





* Harold Weston of the Federal 
Display Corp. in New York City, 
has recently produced a very un- 
usual screen for home and office 
use. A new feature of this Pro-ve. 
screen unit is the use of a prosce- 
nium surrounding the screen. The 
entire unit folds into a very re- 
markable light and small carrying 
case. 





PICTORIAL CREDITS: 


The editors are indebted to 

the following studios and cam- 

eramen for various illustra- 

tions appearing in this issue: 
¢ ¢ 


Audio Productions, Inc. & Natl. 
Association of Manufacturers.... 9 


Natl. Assn. of Manufacturers & 


J aie haere 12 
Roland Reed, Dowling & Brownell: 
Audio Productions, Vocafilm. ...13 
Household Finance Corp. & Cool- 
erator Co., (outside column)... .13 
Wilding Picture Prods.; Chicago 
Daily News (lower left) ....... 14 


West Coast S.S., New York;.Jam 
Handy; Wilding Pic. Prods; Caravel 
Films; Vocafilm and Industrial Pic- 
tures (top to bottom) .......... 15 
Bell & Howell & Castle Films (pro- 
ducer) (How Motion Pictures 
ey era 16 
Paul Rotha; Jam Handy; Wilding 
Pic. Prods; (3 & 4) Burton Holmes 


DN. Me Sercbsacsdrassk nds 18 
John Coakley (top)........... 27 
Castle Films, Inc....... See 
Eastman Kodak Company (from 
Highlights and Shadows) top of 
SN MN 3 ete a awl dh wae a ahi oes 31 


Ohio State Dept. of Visual Instrue- 
NN Soeacricbavw x mest ate = . .34 











LINCOLN IN 16MM 


* G. W. Hedwig, Sr., president of 
Nvu-Art Fits, Inc., distributors 
of Abraham Lincoln starring Wal- 
ter Huston, states that this film 
has broken all distribution records 
of any film in the 16mm. field to 
date. 

It is being shown by educational 
institutions as well as industrial or- 
ganizations throughout the United 
States and Canada. The film, 
which depicts the entire life of Lin- 
coln, is said to be its director’s and 
star’s greatest achievement as Lin- 
coln’s character and _ greatness 
transcend nationalistic boundaries. 





BASS CAMERA CO., CHICAGO, NOW OFFERS 
FOR THE FIRST TIME THE NEW ZEISS MOVI- 
kon precision 16mm. Cine Camera, 
equipped with a 50mm. F:1.4 Zeiss 
Sonnar lens, built-in auto focal range 
finder, hand crank as well as motor 
drive and variable speeds. 








STEEL FILM STORAGE 


CABINETS 


Fire Proof — Dust Proof 





“*ST"’ SERIES — Individual sectional compart- 
ments for either one or two reels. Double 
wall construction of heavy gauge steel 
throughout. Each compartment has its own 
door, handle, index card holder and card. 
Available in units of 5, 6, 8, 10 or 12 compart- 


ments for any size reel. 





MM-20 — All steel tightly constructed 
storage cabinets to accommodate 
either twenty or thirty reels — 400’, 
1200 or 1600’ size. Index holder and 
card for each reel makes labeling 
easy. Entire unit can be humidified in 
one operation. CAN BE BUILT UP LIKE 
SECTIONAL BOOKCASES AS YOUR 
LIBRARY INCREASES. 


servant... 








CHARACTER 


Loyal to its original image . . . yielding 


to its user's needs . . . considerate of 


his budget — your obedient, industrious 








MM-102 — Floor model to accom 
modate 100 reels of 16mm film in 
a minimum of space. Generous 
storage compartment in lower 
portion for projector or other 
equipment. Doors equipped with 
three point locking devices, key 
locks and keys. 


Rewinders ALSO Splicers 
Measuring Shipping 
Machines Cases 
COMPLETE LINE 
mm. — 16mm. — 35mm. 


WRITE FOR ILLUSTRATED CATALOGUE 


Namade Products Arp. 


429 W. 42nd St. New York, N. Y. 
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SURVEY REVEALS THAT WOMEN 
FAVOR SCREEN ADVERTISING 


@ The findings of the Ladies Home 
Journal in its recent survey on “What 
the Women of America Think About 
Entertainment” will be of interest to 
commercial film users. Fifty-seven per- 
cent of the women said there was no 
objection to having advertising of 
products shown on the screen. Con- 
trast this with the statement affirmed 
by sixty-percent of the same women 
that too much time is given to adver- 
tising on radio programs and critics of 
screen advertising are well answered. 

What the findings might have been 
if the constant level of screen advertis- 
ing were maintained at the high place 
attained by such films as those spon- 
sored by U.S. Steel, Chevrolet, Metro- 
politan Life, Fisher Body and other 
notable productions as opposed to the 
too-numerous locally-made and badly 
presented — retail 
shown in many towns would be inter- 
esting to know. Certain it is that the 


screen’s great power needs safeguards 


advertising shorts 


against abuse. 


COLOR IN INDUSTRY 


* The cover subject of the month was 
selected as one of the finest examples of 
the recent trend to Kodachrome noted 
among national users of printed space 
as well as users of commercial films in 
color. The recent new DeSoto series 
features this technique as do numerous 
other campaigns including the promo- 
tional brochures and excellent calen- 
dar issued by American Airlines which 
features the work of Don Wallace, Chi- 
cago color photographer. Kurt Schell- 
ing lensed the cover shot in the plant 
of the Bridgeport Brass Company. 


CLOSE-UPS 


* The 1939 Oil-World Exposition to be 
held in Houston, Texas April 24-29 of 
this year will provide motion picture 
facilities for all exhibitors. Field and 
plant operations to be covered in daily 
showings provided by the Exposition 
will include drilling, production, pipe 
line, natural gasoline manufacture, re- 
fining and transportation. Pictures will 
be open to all visitors. 


* * * 


THE INTERESTING GALAXY OF PHOTOGRAPHS AT THE 
LEFT ILLUSTRATES VARIOUS TYPES OF EQUIPMENT USED 
IN A LARGE VISUAL EDUCATION LIBRARY SETUP. IN 
this case one of the world’s largest is shown for 
this is the Ohio State department under the di- 
rection of B. A. Aughinbaugh, Director of Visual 
Instruction. Such a setup may well be contrasted 
with the minimum of equipment needed by the 
average commercial film department as _illus- 
trated in the cut at the right. 





Propose Film Bureau 
¢ The Executive Editorial Com- 
mittee of Business Screen, meet- 
ing in Chicago this month, has 
prepared a proposal for the estab- 
lishment of a first Film Bureau 
for the commercial film industry 
to operate with offices in Chicago 
and New York. 

The new Bureau, for which fur- 
ther plans are now being drafted, 
would undertake the task of con 
tinuing statistical research for 
the industry and of relating the 
medium to the many lines of busi- 


ness to which it may be adapted. 











* For the benefit of small companies 
who are too often inclined to accept the 
idea that the film medium is out of 
their class, the recent advertising yarn 
about the big-league pitcher who de- 
veloped a curve that baffled the canni- 
est batters may hit the right note. It 
seems that the coach of a good minor- 
league team discovered the secret twist 
and approached his star moundsman. 
“Nothing doing,” was the pitcher's re- 
ply, “That may work fine in the Big 
leagues. But my problem is different. 


This is a MINOR league.” 
* * 7 


* Hills Brothers Coffee, sponsors of a 


new Cinecolor commercial “The Story 
of Coffee,” finished shooting the film 
in San Salvador last month. 


HOW ABOUT THIS UNIT? 


AT THE SUGGESTION OF BUSINESS SCREEN'S EDITOR 
ONE OF THE LARGE MANUFACTURERS OF FILM DEPART 
MENT EQUIPMENT HAS DESIGNED THIS NEW COMPACT 
unit for the use of producers or commercial film 
departments. It contains a utility drawer, micro- 
film or slidefilm compartment drawer, racks for 
14-400 foot reels and 12— 1200 or 1600 foot 
reels of 16mm. size and a rack for 6-35nim. reels. 
There are also 16 shelves for 16” records. Re- 
winders, splicers, etc. can be mounted on the 
top surface and included as standard equipment. 
Write the Scheen Service Bureau, 20 North 
Wacker Drive for further information if you're 
interested 









































STEP UP your 


| 
i | 


|| AUDIENCE APPEAL 


with 16mm. Sound Shorts and Features that 
lend distinction and sparkle to your programs. 


The Gutlohn Library of Entertainment and 


Educational films includes musicals, cartoons, 


comedies, travels, 


literary classics, 


science, 


Send for catalog listing over 1200 subjects 
available for rental, lease or sale. 


| 
| 

| | sports, world affairs and novelties. 
| 


35 West 45th Street 











WALTER O. GUTLOHN, 





Inc. 
New York 























HOLLYWOOD.. 
WITHOUT the HOOEY 


The “flicker city” out behind 
the foothills earned a reputa- 
tion of being the wickedest — 
the screwiest-—— and most ex- 
pensive glitter-bug joint in the 
world. 

Maybe so — but you can’t 
get away from the fact that it 
has the best motion picture 
technicians — the best equip- 
ment — the greatest variety of 
talent right down the line. 

When it comes to industrial 
pictures, there is a Hollywood 
organization which knows how 
to take advantage of Holly- 
wood's superior technical ex- 
perience and facilities without 
Hollywood's reputed follies 
and extravagances. 

Such a producing company 

headquartering in one of 
Hollywood's finest studios but 
producing anywhere, is... 


DOWLING and BROWNELL 


6625 Romaine Street 


Hollywood, California 


Note: Dowling and Brownell made the first dramatized feature-length industrial 
sound picture ever made in Hollywood — many since. 











LATEST MODEL DE VRY CHALLENGER 16MM. SOUND-ON-FILM PROJECTOR INCLUDES MANY REFINEMENTS. 
FEATURES ARE SYNCHROMATIC THREADING WHICH SIMPLIFIES THREADING C7ERATION, AUTOMATIC LOOP 
SETTER, WHICH MAKES IT POSSIBLE FOR THE OPERATOR TO SET HIS LOOP IN SYNCHRONIZATION WITH 


picture without stopping projector. Another innovation is the film stabilizer which auto- 
matically provides the proper tension on the film as it passes over the soundhead, keeping 
it close to the soundhead without undesirable friction and also eliminating both vertical 


and lateral “whip”. 


OBSERVES ANNIVERSARY 


Morton Picture CAMERA SUPPLY 
Company of 723 7th Avenue, New 
York City, is observing its fifth an- 
niversary year with a line of the 


latest type of motion picture 
equipment. The company handles 
sales, service and rentals, and 


has all types of professional studio 
equipment in stock. Exclusive 
eastern representatives for the 
Mitchell Camera Corp. and other 
prominent Hollywood equipment 
manufacturers, MPCS are among 
the first in the East to receive new 
equipment developed in Holly- 
wood. 


They have been furnishing 
equipment on rental to producers 
in East making features, shorts 
and commercials. 


With the supervision of MPCS 
a health picture was produced for 
the National Tuberculosis Asso- 
ciation entitled Let My People 
Live. This was made on location at 
Tuskegee, Alabama and the Tus- 
kegee Institute choir was recorded 
as part of the picture in back- 
ground music. Rex Ingram, recent 
lead in Green Pastures, was in the 
principal role and Let My People 
Live was the first film selected for 
the New York World’s Fair. The 
company also has complete ma- 
chine shop facilities for building 
and rebuilding and repairing all 
motion pictures, camera, labora- 
tory, and recording equipment. 

J. Burgi Conter, president of 
MPCS, has been a motion picture 
engineer in sound, color, and pho- 
tography for the past fifteen years. 


* Tue Spencer Lens Company of 
Buffalo, New York, manufacturers 
of microscopes and scientific opti- 
cal instruments, have announced 
another new projector for 2” x 2” 


‘slides, the Mopen MK De inea- 


scope. The basic unit will be priced 
at $22.50. The manufacturers 
claim that this 100-watt projector 
is far more efficient than would be 
expected from its size and price, — 
that it remains cool enough to han- 
dle at all times, and assures safety 
for color film. 

Accessory equipment will soon 
be available. The front of this in- 
strument is so designed that it may 
be removed by loosening a knurled 
thumb screw, and accessory equip- 
ment to handle strip film in double 
frame or single frame, added later. 


HERE THE NEW SPENCER MODEL MK DELINEA- 
SCOPE IS SHOWN IN ACTION AS IT IS SET UP FOR 


the business showing of your transparencies. 




















WHERE ARE THEY NOW? 


A Note of Recollection 
About a Visual Pioneer 


# An article which has been in our editorial 
“hold” file too long is Edmund D. (Edd) Gibbs’ 
story of his pioneering visual work with the late 


John H. Patterson, the National Cash Register 


Company founder. A glimpse into Edd’s fas- 
cinating copy will give you an idea while we 
prepare to present his entire story in an early 
issue: 

“Tam a screen picture fan” 
in-the-wool devotee 


, he says, “a dyed- 
of this great business 
miracle, and I have every right to be. I have 
been a user of every form of screen presenta- 
tion since early in the 1890's. I was taught the 
value of the various forms of this medium by 
the man who was the very first to make a 
practical use of projected pictures — John H. 
Patterson, founder of the National Cash Regis- 
ter Company. He said, ‘we must teach through 
the eye as well as through the ear’, and saying 
this he proceeded to do it. An ordinary magic 
lantern and thick glass slides were all the 
equipment he could make available. I was his 
assistant, occupying the post of advertising 
director, and it fell to my lot to become actively 
engaged in the production and use of those old 
glass slides. We couldn't buy what we needed, 
so I got the job of designing them. 

“You who know all about making slides or 
motion pictures will probably laugh when I 
tell you that I used to paste thin sheets of a 
very transparent paper on the plain glass slides 
and then sketch the pictures we wanted to 
show on this paper, as well as sketching in 
whatever reading matter that was needed. All 
of the slides that I made are still in the factory 
files and are constantly shown to many thou- 
Am I an artist? Well 
possibly some bright colored boy would say, 
‘Is you or is you ain’t?’. 


sands of visitors yearly. 


The answer is that in 
those days, I just had to be one! 

“T wish I could show here a picture I drew on 
a slide which showed the heads of about a dozen 





JOB WANTS MAN 


A stable, well-financed, fast-growing 
Detroit slidefilm organization needs 
an experienced sound slidefilm 
scenario writer — right now. It’s a 
real opportunity — good starting 
salary, sky’s-the-limit future. If 
you've had real experience, can sub- 
mit guaranteed samples, are able to 
start right in and do a real job, write 
Box 41, Business Screen, 20 North 
Wacker Drive, Chicago, today. 


Don’t write unless you qualify. Ex- 
perience in other writing fields won't 
do. Preferred age — 25 to 30. Mem- 
bers of our own organization know 
of this advertisement. 
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tention: 
INDUSTRIAL 
PRODUCERS 


W E SUPPLY on rental all or any 
equipment necessary to make a 
Feature — Short or Commercial. 
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SOUND — SILENT — COLOR — SLOW MOTION 








@ Latest Mitchell Cameras 
LOBBY DISPLAY IN GARY THEATRE FOR UNITED STATES STEEL'S 
FAMED TECHNICOLOR FILM — NOW BEING SEEN THROUGHOUT THE 


@ Blimps — Dollys — Accessories 
country. Produced by Hollywood Industrial Pictures. 


@ Latest Type Lighting Equipment 
workmen. Their jaws were hitched to machin- @ Variable Area Location Sound Truck 
ery similar to the crank shaft of an automobile 
so that the movement of the jaws of the men | @ Single System News Reel Type Cam- 
in the picture would turn this crank. What did eras 

it demonstrate? Well, Mr. Patterson used it to 
inform the men that there would be a decided 
profit to the Company if by some such ar- 
rangement as I had pictured the great amount 
of tobacco chewing done by the factory hands 
could be put to profitable use in driving ma- 
chinery!” 

“Words by John H. Patterson, illustrations 
by E. D. Gibbs — that was the combination 
for the first batch of instructive lantern slides 
prepared for Mr. Patterson’s use.” 


@ Portable Recording Equipment 


@ Moviola Editing Equipment 
SALES — SERVICE — RENTALS 


EXCLUSIVE EASTERN REPRESENTATIVES 
MITCHELL CAMERA CORPORATION 


MOTION PICTURE 
CAMERA SUPPLY, Inc. 


New York, N. Y. 
Cable — CINECAMERA 


723 Seventh Ave. . 
Phone BRYant 9-7754 






















make every note 


Your customers are much easier to satisfy when - : 
sound on your film is natural. Result? More busine 


When you produce this natural sound, and do itW 
equipment so dependable and simple to use ; 
speed up all production schedules, you are sure t¢ 

an attractive increase on the black side of your 


Berndt-Maurer 16 mm. sound-on-film Recording 
give you the kind of sound quality that makes c 
grow enthusiastic. Moreover, this equipment, 
sional in character, reliable in use, easily 
enables even a small crew to obtain faithful B 
sound film records of any subject. ‘ 


Write today for complete information about B-M 16 n 

sound-on-film Recording Equipment... the equipment thi 
produces highest quality talking pictures, consistently a 
economically. 


tae BERNDT- MAURER co: 


117 EAST 24th STREET ¢ NEW YORK CI 








A NEW CROP 
OF BUYERS 


Weyerhaeuser Timber Com- 
pany’s motion picture ‘Trees 
and Men” has shown several 
million people that “timber is 


a crop” and that nature renews 
the forests of the future. 


It is an axiom of the motion 
picture business that, like other 
natural cycles, a new crop of 
theatre patrons grows up every 
four years, making old stories 
perennially new. 

To make your sales story ap- 
peal to the new generation of 
buyers you have to have the 
latest and the most skilful of 
picture presentations. 

The same producers who 
filmed “Trees and Men” can 
build your message into a well- 
told and thought-compelling 
picture; made sincerely — ar- 
tistically — economically. 


DOWLING and BROWNELL 


6625 Romaine Street Hollywood, California 


*The full story of our services and facilities will be sent to you on request. 
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The Drake offers 
venience of fine living on Chicago's 
Gold Coast, overlooking Lake Michigan. 


every luxury and con- 


A. S. Kirkeby. Managing Dire 


The Drake 


LAKE SHORE DRIVE + CHICAGO 


NEW FILMS: 


(Continued from Page 15) 
Please, for the purpose. Reming- 
ton officials, and district managers 
at a prevue received the picture 
with enthusiasm. 

The picture will be shown widely 
to salesmen in the trade by the 
Remington organization. 


NEW STANDARD SHOW 

* Motion pictures played impor- 
tant roles in sales conferences con- 
ducted by Standard Oil of Indiana 
during January in Minneapolis, 
Milwaukee, Detroit, St. Louis, 
Indianapolis, Kansas City, Des 
Moines, and Chicago. 

In Our Fifty Years, President 
Edward G. Seubert addressed the 
conference from the screen on the 
business service of the company 
over the last fifty years and its 
vision of the future. 

A brief Jam Handy picture was 
utilized by Wesley I. Nunn as part 
of his presentation of 1939 adver- 
tising plans. 

Start the Music, a sales training 
picture which is to be shown later 
to dealers, demonstrates entertain- 
ingly some of the do’s and don’ts of 
running a service station. Houston 
Branch, author of many theatrical 
pictures, was brought from Holly- 
wood to collaborate with J. M. 
Prindle III of the Wilding organ- 
ization in writing the scenario. To- 
gether they developed a farce 
comedy that keeps audiences in 
stitches while they learn. 

The film was made by Wilding 
on the Selznick lot in Culver City 
with John Trent, Benny Hall, 
Irene Shirly, Eleanor Stewart, and 
Bill Franey among the cast sup- 
porting Kennedy and Gene Yar- 
brough directing. It runs about 
thirty minutes. The picture went 
over in a big way with audiences 
of company salesmen and sales 
executives and is expected to do a 
big job of both entertainment and 
education with dealers later. 


CARAVEL FILMS STAFF-MEMBERS AND CAST POSE 
WITH S. M. BABSON, DIRECTOR OF SALES FOR 


Bates Mfg. Co. as shooting of the new 
Bates film is successfully completed. 
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BEN FRANKLIN'S PRECEPTS AS THEY APPLY TO 
MODERN SELLING ARE THE REAL STARS OF 


Selling America, now available on a rental 
basis to sales organizations. 

* Selling America, the Jam Handy 
sales training motion picture fea- 
turing Ben Franklin, has 
found adaptable to almost every 
type of sales meeting. Just as 
Franklin’s famous advice is uni- 
versal—so sales managers in many 
fields find this rental subject in- 
spiring to their men. Available on 
request for large or small meet- 
ings: address The Jam Handy Or- 
ganization, 2900 E. Grand Boule- 
vard, Detroit. 


ALEMITE PREVUES 

In a fast-moving, talking pic- 
ture, made in Hollywood by Cin- 
ema Sales, Inc., and entitled, Mr. 
Sheldon Goes to Town, the Ale- 
mite division of the Stewart- 
Warner Corporation has again 
demonstrated the potentialities of 
motion picture drama as a power- 
ful sales force for industry. 

In this unusual commercial film, 
roles were played by actors drawn 
from the large Hollywood studios, 
and full technical staffs were em- 
ployed — 115 persons being en- 
gaged in making the commercial 
drama. The picture, a three-reeler 
directed by Wallace W. Fox, and 
photographed by Harry Jackson, 
A.S.C., presents a dramatic story 

The original script was prepared 
by Fred Cross, Director of Adver- 
tising for Stewart-Warner and 
adapted by John Thomas Neville. 
The film will be used internaticn- 
ally by Alemite distributors, and 
will be released to them in 16mm. 
form. The premiere of Mr. Shel- 
don Goes to Town took place at 
the Alemite distributors conven- 
tion in Chicago, January third and 
fourth. 
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Abt the CENTER of 


The dominating tower of 20 North 
Wacker Drive not only soars high above 
every nearby building but its strategic lo- 
cation at the hub of Chicago’s principal 
wholesale, publishing, and transporta- 
tion districts make it an ideal location for 
your office headquarters. 


Surface line, elevated and motor coach 
service is available at the doors. A few 
steps away are two principal railroad ter- 
minals serving the largest part of Chi- 
cago’s commuter area. Such well located 
offices save time and money for the com- 
pany, its employees and its customers. 
Thus, easy accessibility to transportation, 
to hotels and to principal office and busi- 
ness districts of importance are elements 
which you will want to consider in select- 
ing your office headquarters in Chicago. 


Here at 20 North Wacker Drive, the 
advantage of location is paramount but 
there are other assets which should be 
considered. Among these are the char- 
acter of the building and the complete- 
ness of its services and other facilities. 
Without leaving the front door execu- 
tives may bring their customers to sales 
demonstrations or conventions in one of 
the building’s many available auditori- 
ums. You may entertain your business 
guest in the exclusive facilities of a fine 
private club and conduct your routine 
business affairs in office quarters where 
light and air conditions are among the 
finest anywhere. 


Why not inspect 20 North Wacker 
Drive at your earliest convenience? A 
visit to our many interesting floors here 
will convince you that the simple facts 
stated above can mean added profits for 
you in 1939. There is no obligation, sim- 
ply drop in or write for further facts. 


-cU NORTH WACKER DRIVE - 
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ADDRESS INQUIRIES TO THE OFFICE 


OF THE PRESIDENT, J. C. T 


20 NORTH WACKER DRIVE, 
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hEY to the MAP 


1. 20 North Wacker Drive 

2. Continental Illinois National 
Bank & Trust Co. 

3. Northern Trust 

1. Federal Reserve Bank 

5. Morrison Hotel 

6. La Salle Hotel 

7. Bismarck Hotel 

8. Sherman Hotel 

9. City Hall & County Building 

10. New Post Office 

1l. Northwestern R. R. Terminal 

12. Daily News Building and 
Terminal National Bank 

13. Union Station 

14. La Salle Street Station 

15. Aurora Electric Terminal 

16. North Shore Electric and 
Elevated Lines 

17. Marshall Field & Co. (Retail) 

18. Merchandise Mart 

19. Hearst Square 

20. Ist National Bank 

21. Harris Trust 


22. Chicago Stock Exchange 
23. Board of Trade 


24. Carson, Pirie Scott 

















“CRITICAL MOMENTS © 


A great railroad had to clear its tracks. An 
entire train and train crew had to be enlisted, 
scenes shot at night, voices and natural sounds 
recorded on location—when the National 
Carbon Company decided to re-enact for the 
screen one of its thrilling “true experience” 
Eveready Flashlight Battery ads. 


To meet these problems, National Carbon 
relied upon the technical skill, resourceful- 
ness and facilities of West Coast Sound 
Studios. West Coast has made notable con- 
tributions to national screen advertising with 
this and other productions in the “Critical 
Moments” series. 

Producing effective Screen-ads is a highly 
specialized art. Let us place our facilities 


and technical skill at your service when 
you consider Screen Advertising. 


STUDIOS RCA EQUIPPED 


WEST COAST SOUND STUDIOS, Inc. 


510-22 West Fifty-Seventh Street 
New York Circle 7-2062 &. ¥ 
Nat. Sales Rep: SCREEN BROADCAST CORPORATION 











Bass Sound Engineers 


offer a complete 


x 


(Wy \Commercial 


Unit 


sy : » in the latest 


\, RCA 16mm 
% S-O-F 


Camera 





Now includes: 


@ 400-ft. « ty turret front 


@ Three-st ige high 


yst c r € 
@ 110-volt A. C 
vit ionies € 
@ 400-ft. Bell & Howell Duplex n 
@ l-in. W ensak F.35 


@ RCA Studie Recording ecivancmetas 
@ Lowest priced complete ex oment 
tim @. & A. onbd....... $935 


Or equipped for 


ee 


Each instrument film-tested before 
shipped—and guaranteed by Bass. 


Write 

Dept. 
BU. CAMERA CO. 

179 West Madison St., Chicago, Ill. 


ASS 











— Sevipt Teasers 


(Editor’s Note: This column is intended as 
a clearing house for creative writers through- 
out the industry. We believe that every com- 
mercial screen writer has a host of plot ideas, 
gags, puns, rumors, questions, titles, and what 
have you in his notebook that deserve to see 
the light of day. Any contributed material 
used will be given name credit. Thus, publica- 
tion here may be considered an approach to- 
ward establishing the sources of original ideas. 
The column will be as successful as creative 
writers want it to be. So, throw us a life-line 
from your notebook!) 


How can a creative writer expect to be 
happy? He’s born into a world where, if he 
doesn’t start crying immediately, he’s spanked 
until he does! 

* ” 
@ Of late, clients who put on sizeable motion 
picture programs each year for sales or dealer 
training have taken to devoting one film to en- 
tertainment. It develops a sales feature or a 
training point in a humorous manner. Wonder 
how long it will be before some quality can 
goods manufacturer produces: “Let's go to the 
can! (for the quality story) ”’? 

* * 

Also — many firms keep (or could quickly 
dig up) a collection of scandalously funny let- 
ters received from well-wishing but misguided 
individuals who write in to ask ridiculous ques- 
tions or register unusual complaints. Using the 
“Dumbbell Letter” technique, each such col- 
lection could make an immensely entertaining 
film. 

* 7 

For example: Chipso’s best testimonial let- 
ter in years comes from a woman who reports 
it cured her husband's yen for the bottle. Dur- 
ing one of his all too habitual binges, he mistook 
Chipso for corn flakes and ate a bowl of it. 
Caption: Chipso Cures a Dipso! 

7 * 

Who was it that first used “cameraflage” to 

denote a doctored photo? Pretty neat. 


* * 


“A pretty girl, a baby, a pup, 
Will sell anything man can think up.” 

We write in pretty girls and babies, but sel- 
dom pups. In fact, we seldom make use of any 
animals for bits of business in commercial films. 
Yet surveys of theatrical audience reactions 
prove that animals have a more universal ap- 
peal than even slap-stick comedy. There’s an 
idea there! 

a 7. 

Titles: “Taking the Demon out of the Sales 
Demon-stration!” 


“Show-woman-ship!” 
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SOUND FILMS FOR 
GROUP SHOWINGS 
Four new “FREE LOAN” 


Sound Motion Pictures 
16mm. 


FREE 


“BASEBALL” 
“TO THE LADIES” 
“THE ROMANCE OF FOODS” 


“S52 PAY CHECKS EACH YEAR” 








Available to recognized organizations. You pay 
transportation charges only. Excellent films for 
employee entertainment and group showings. Write 
for catalog and descriptions. 


Distribution Department 


Burton Holmes Films. Ine. 
7510 N. Ashland Ave. Chicago, Il. 





























| DISTRIBUTOR — new yorx state | 
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a UL eae NEW YORK 


Buffalo e Rochester « Syracuse 
Utica e Binghamton e Elmira 


Allow us to stage consumer, dealer, or sales 
showings of your film in the EMPIRE STATE. 

The finest Western Electric sound projection 
equipment in the hands of courteous, compe- 
tent operators insures the presentation of your 
program in a thoroughly professional manner. 

Upon request, we will prepare a complete 
analysis of the distribution possibilities for your 
film in this region. 


“Expensive Films Deserve Extensive Distribution” 


JOHN E. ALLEN rochester, New York 
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A Unique Combination 


FILM PRODUCTIONS that really tell the story 
of the products of the leading manufactur- 
ers of the country 


DISTRIBUTION SERVICE that takes that story 
to hundreds of thousands of prospects any- 
where and everywhere 


Guaranteeing Results 


- C. L. VENARD - 


(THE VENARD ORGANIZATION) 
702 S. Adams St. 


eee 


Peoria, Illinois 
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ODDITIES 
BEYOND 
BELIEF 


HIGHLIGHTS ON STRANGE THINGS 
THE WORLD OVER 


One Reel Subjects — Approximately 400 feet each 
16mm. films 


SOUND SILENT 


FOR WRITE 
DEALERS FOR 
ONLY DETAILS 
° ° 





145 W. 45th St. e Dept. 15 e New York City 
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| LABORATORY SERVICE — mowest | 


16MM PRINT 
SPECIALISTS! 


We are specialists in direct 16mm laboratory 
service . . 
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. Complete machine developing of 
both negative and positive prints by skilled 
technicians. 
* 
Let us show you how to solve cost problems 
through direct 16mm production plus the low- 
cost of high quality laboratory service which 
we offer. 
SOUND or SILENT FILMS 

FREE CONSULTATION SERVICE May we send you 


detailed information on this work? 


PAN-AMERICAN FILMS, INC. 


306 So. Wabash Ave. Chicago 
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“JAM HANDY” 
see eats APLAINER 


Invaluable for demonstrating and Visual 
education. Uses S.V.E. Picturals and 35mm. 
strip film. Enlarges up to 4/x6 feet! 200 watt 
prefocused projection bulb and 4” optical 


lens. 
ABSOLUTE FIDELITY 
IN PROJECTION AND COLOR 


Every machine fully guaranteed like new! 
No distortion! Scientifically constructed, ac- 
curately adjusted. Simple operation. 


iginall 45. 
Limited Guantity 99 129 


Complete with carrying 
case and accessories 


WrFrcaos 


Send Check for prepaid shipment. 

.O.D. if desired. Request MOGULL 
BARGAIN NEWS for other excep- 
tional specials in Camera and Cine 
values for personal and industrial 
use. 


57 WEST 48th STREET 
NEW YORK, N. Y. 

















“He never seems to miss” 





“Superman” and like articles imply that all 
commercial creative writers are men. Wonder 
if there aren’t a few gal writers hidden away 
in the crowd? 

* ” 

At one time or another every creative writer 
vaguely starts collecting a “gag” file. Odd 
(when you realize their value) that so few of 
us ever get it to the card index stage. Is it the 
tedious, patient filing that stumbles us, or is 
there need for an adequate and efficient 
method of cross-indexing? 


* * 


For those who care to jump on and ride 
along, in the next six issues this column will go 
through the process of building a workable 
motion picture gag file, reporting in easy, prac- 
tical steps the experience we gained collecting 
and classifying gags over a four year period. 

* * 

When a salesman fails to produce, one of two 
things is wrong. Either he’s not working, or 
he’s not working right. 

* * 

In every writer’s notebook there are random 
titles which the author just never seems to be 
able to use for anything. Brit Uskatt has one, 
“Happiness Half-Baked”; and Jim EpmMonps, 
“Chaos in Costume”. We don’t know what 
they could be used for either. But they’re good! 

” * 

This column welcomes script ideas from di- 
rectors, cameramen, sound engineers, salesmen, 
script girls, et al. Years of writing in the indus- 
try have proven to us (often enough to be em- 
barrassing!) that youse people have ideas that 
make for darn swell stories. 

. * 

Apt phrases: She was a girl with a “code” in 
her head! What the well-dressed man will be- 
ware of! 

* * 

Where are those fellows who yearn for Holly- 
wood? Advance reports from the New York 
World’s Fair indicate that television is but 
months away from commercial practicality. 
As suspected, films will form a large part of 
broadcasts. The thought occurs that creative 
writers in this field are perhaps best prepared 
for the miracle. They alone know how visually 
to combine entertainment and selling. 

J. K. 
ndauidiiiaiininen 
* The DeVry Corporation, projector manufac- 
turers, Chicago, announce the appointment of 
the McJunkin Advertising Agency who will 
handle DeVry’s national advertising. 
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FOR YOUR MOVIE! i 


“SEA GOING I 
THRILLS!” 
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Startling camera record of 85-foot 
sloop’s daring adventure cruise 
around Cape Horn... Big fish. ..Vio- 
lent, raging seas! Asensation for every 
16 and 8mm projector owner... order 
your copy today! 


AVAILABLE IN THESE SIZES 


16mm. Sound on Film 350 ft. $17.50 
16mm. Silent 360 ft. 8.75 
8mm. Silent 180 ft. 5.50 


CASTLE FILMS 


30 Rockefeller Plaza 


New York City 





MAIL 


For NEW 1939 catalogue 
THIS COUPON 7 describing ‘Sea Going 
TODAY! 


Thrills” and 50 Sport, 

_on oD Historic, News, Cartoon, 
Thrill and Travel Home Movies | 
Name t 
- i 
| Address \ 


State { 
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CATALOGS, INFORMATION BULLETINS ISSUED 
WITHOUT OBLIGATION TO EXECUTIVES: SIM- 
PLY ADDRESS THE SCREEN SERVICE BUREAU, 
TWENTY NORTH WACKER DRIVE, CHICAGO. 
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COMPLETE 16mm PRODUCTION 


FACILITIES and EQUIPMENT 
in Both Sound and Color 


Tee oldest photographic organization in the middle west now 
offers COMPLETE economical 16mm motion picture service. You 
can add sound and obtain duplicate prints from your Koda- 
chrome or black and white films at a reasonable cost. Dupli- 
cate 16mm Kodachrome prints, silent 10c, sound 12Yec per foot. 
Finest professional quality 16mm sound track recording at 
economical prices. 


LET US HELP ANALYZE YOUR 16MM FILM 
PROBLEM. OUR PRODUCTION GUIDE 
SENT ON REQUEST WITH- 
OUT OBLIGATION. 


SLIDEFILM ESTIMATES, ALSO. 


All types of sound and silent 16mm 
ia) cameras, projectors and accessories 
l for sale or rent. 


J FREE — Our 80 page catalogue 43-R 
of services and equipment — 
Write today! 











“HEADQUARTERS FOR EVERY KNOWN PHOTOGRAPHIC NEED" 


NORMAN-WILLETS CO. 


318 W. Washington St. 


Chicago, Illinois 
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SEWELL-FORDYCE COMPANY 


Sensational offer of 


THE GENUINE 
ARROW-ELECTRIC 
DRY SHAVER 


at $1.98 


POSTPAID— ANY- 
WHERE in U.S.A. 


Not At 

$7.50 
or 

$10.00 


GUARANTEED FOR 
TWO YEARS 






110 Volt 
A.C. 


Only 


TROUBLE-FREE 
PERFECTLY SIMPLE 


VO ROTATING 
PARTS—NO OILING—NO BEARING 


VO ADJUSTMENT —SIMPLY PERFECT. 


* < na 


GROUND, DOUBLE SHAVING HEAD OF 
EXTREMELY THIN STEEL . . . DOUBLE 
SPEED, SELF-STARTING, VIBRATOR 
POWER UNIT IN A BAND FITTING CASE 
OF LUSTROUS MOLDED PLASTI¢ 
COSTS LESS THAN FIVE CENTS A MONTH 
TO OPERATE . COMPLETE WITH 
CLEANER, GUARANTEE AND INSTRU(¢ 
TIONS IN INDIVIDUAL BOX ... GUARAN. 
TEED FOR TWO YEARS AGAINST DE 
FECTIVE PARTS AND WORKMANSHIP 
... NEVER BEFORE HAVE WE OFFERED 
THIS SHAVER AT THIS PRICE ... THE 
ONLY THING CHEAP ABOUT THE AR 
ROW SHAVER IS OUR UNHEARD OF 
PRICE OF $1.98, POSTPAID. 
Sewell-Fordyce Company, Dept. BS, 
128 Market Street, Newark, N. J. 
Enclosed is $. . . ., for which please rush 
...+Arrow Shavers parcel post prepaid. 
It is understood that cleaner, instructions, 


and factory guarantee for TWO YEARS 
are included with the shaver. 








A VISUAL PIONEER 


(Continued from Page 17) 
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candescent lamp, a two-reel silent and a one- 
reel sound version of the original production 
are still enjoying good distribution through the 
schools of this country. 

King of the Rails, another railway electrifica- 
tion picture, but this time planned for public 
consumption, followed. It had its premiere at 
the Mark Strand Theatre on Broadway in New 
York, at that time the finest cinema house in 
the country. Audiences reacted favorably and 
the press gave the subject excellent notices, 
thereby stimulating its distribution, in addi- 
tion to giving the company added publicity. 

This picture’s reception justified the belief 
of G. E. executives and so a section was formed 
as a function of the company’s publicity de- 
partment to carry on this activity. A Bell & 
Howell camera and a Schneider step printer 
were purchased, while a small rack and tank 
laboratory was constructed. 


EARLY FILM SECTION 


General Electric was, therefore, if not the 
first industrial concern, at least among the first, 
to maintain its own motion picture section; 
and is today one of the few large manufactur- 
ing companies which have their own motion 
picture production, laboratory, and distribu- 
tion units. 

With added facilities, more space, and an 
increased personnel, pictures were made featur- 
ing the application of electricity to various 
phases of industry. They were part of an ad- 
vertising program designed to awaken an elec- 
trical consciousness and to create a keener ap- 
preciation for electric products. Because of 
their story, treatment, production, and free- 
dom from advertising they received good theat- 
rical distribution. 

Naturally, as more pictures were made, tech- 
nical improvements and equipment came 
along. Animated drawing sequences were re- 
sorted to in a picture on marine electrification. 
A vertical animation stand was designed and 
constructed. An ingenious solenoid stop-mo- 
tion device was developed and is still in use. 
Other releases contained tinted and toned se- 
quences, which were treated in the company’s 
laboratory. Hand coloring for special showings 
was attempted. Lighting equipment was sim- 
plified and improved. Wherever their use 
could be put to story-telling advantage, time- 
lapse and stop-motion photography were em- 
ployed. In general, the section’s physical de- 
velopment paralleled on a lesser scale that of 
the industry itself. 

During this period a few direct sales pictures 
were produced — pictures which went into 
much detail about a given product or closely 
associated line of products to be used by a sales- 
man before interested customer groups. Their 








Epitor’s Note: This interesting article is 
taken from a recent SMPE address made 
by Mr. John T. Gilmour of GE’s Visual 
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full value, however, was restricted by the haz- 
ards and complications of 35mm. film and pro- 
jection. The selling organization believed in 
them, but couldn’t use them easily enough to 
justify their expense. When, therefore, 16mm. 
film and apparatus made their appearance 
around 1924, the company purchased an opti- 
cal reduction printer and furnished its major 
sales offices with 16mm. projectors. This new 
development stimulated the use of sales films, 
and, as a result, more product and fewer in- 
stitutional subjects were produced. Reduction 
prints of the growing library were made and 
distribution was increased. The availability of 
these 16mm. subjects, which were, as all re- 
leases still are, lent free but for transportation, 
assisted materially in the rapid development 
of the 16mm. business. 

Around 1920, Mr. C. A. Hoxie of the com- 
pany’s General Engineering Laboratory, began 
a series of experiments to record sound on film. 
Since most of you are familiar with his work, 
its results at least, it need only be mentioned 
that the section cooperated fully. Its knowl- 
edge and equipment, both acquired over a pe- 
riod of time in which much trial and error ex- 
perimentation had taken place, were called 
upon frequently during this early development 
of the variable-area method of sound recording 
and reproduction. 


NEW UNIT IN 1927 


About 1927, a complete new studio and lab- 
oratory were constructed so that more elabo- 
rate tests might be made. Thus, for a while, the 
section’s activities were more concerned with 
research and engineering problems than with 
the actual production of promotional pictures. 
Since a new art was being created, new tools 
were required. Such commonplaces today as 
double rewinders, sound editing machines, si- 
lent cameras, microphone booms, sound print- 
ers and the like were unknown. Much ingenu- 
ity was exercised in constructing equipment to 
meet the needs. A director’s model moviola, for 
example, was rebuilt with a sound pick-up, am- 
plifier, and head phones to facilitate sound 
cutting. The same apparatus, slightly im- 
proved, is in use today. Various systems of 
camera drive and silencing were tried out. 
Even the simple job of printing had to be 
changed to allow for proper masking. A bit 
later, Bell & Howell built a special printer for 
our use which simultaneously prints the sound 
and picture negatives correctly. Methods of 
laboratory control were solved after hundreds 
of tests involving the then intricate business 
of sensitometry and densitometry. 


(To be concluded in Issue Six) 
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NEW AMPROSOUND MODEL “x” 


The outstanding medium for sales training and 


business building — a light compact precision 


‘279 


sound projector com- 
plete in one case . . 


@ There is a great deal 
more sales punch more 
human persuasiveness, more 
sparkle, life and interest —in 
motion pictures that utilize voice, sound and music. Until now 
many industrial users of 16mm. films have hesitated to em- 
ploy sound pictures because of the high cost of sound-on- 
film projection equipment. 

Today, Ampro announces two radically new and improved 
low-priced 16mm. sound-on-film projectors that open un- 
limited possibilities for the increased use of sound films. 
Mind you, these are not projectors “built down to a price” 
but basically new designs that provide quality sound pro- 
jection at ‘within the budget” prices. 

These new precision units offer BRILLIANT 750-1000 
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Easy Cleaning Optic al 
System. —T 








Centralized Control Panel 


WATT ILLUMINATION, SU- 
PERIOR SOUND QUALITY, 

CENTRALIZED ILLUMINATED CONTROL PANEL 
and SIMPLIFIED THREADING. 





Model “X” equipped with 60 cycle A. C. motor, includ- Compactness and Light 
ing 1600 foot reel, 8° dynamic speaker. complete acces- wesgat , 
sories and cords, comes in one case all weighing only 
49 lbs. $275 ou Si : 

Model “Y” equipped with Universal A.C.-D.C. motor Simplified Threading 


for both silent and sound film speeds, including com- 
plete accessories and cords, with 12” dynamic speaker, 
comes in 2 compact cases $295. 
(Model “Y” also is available in one case, complete acces- 
sories, with 8” speaker). . 
Send Coupon For Full Details. 
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C) New Amprosound Mode 
; () Ampro 16 mm. Silent and Convertible to Sound Projectors 
: [) All Ampro 16 mm. Sound Projectors including Ampro-Arc 
() Ampro 16 mm. Continuous Projectors (for Displays — World’s Fair 


PRECISION CINE EQUIPMENT Neme 


Ampro Corporation, 2839 N. Western Ave. Chicago, Ill. 





and Convention Exhibits) 





Address 
City State. 
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“Steel, Man’s Servant” has also been shown to over 
50,000 specially-invited guests, customers, and pros- 
pects of U. S. Steel. These special showings were also 
conducted with the facilities of the nation-wide Jam 
Handy Projection Service. 
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In Technicolor motion pi are* form, the cme os of iron 
XY, 
and steel is being shown before both a, ' “ non-the- 


atrical audiences. 


The Jam Handy Organization is glad to partic 
cess of this dramatic educational progra 


showings held through its theatrical and fon-theatrical facili- 


ties for commercial picture distribution, 


\ Industria] Pictures, with the supervision of Batten, Barféa, Durstine & Osborn. 


\td its 
The JAM HANDY 
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\ oz a * pe torte States Steel poratign by Hollywood 
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Organization 
Slidefilms ¢ Talking Pictures * Sales Conventions ¢ Playlets 
New York, 230 Park Avenue, MUrray Hill 9-5290 Detroit, 2900 East 


Grand Boulevard, MAdison 2450 Chicago, 35 East Wacker Drive, 
STAte 6758 Hollywood, 7046 Hollywood Boulevard, HEmpstead 5809 


